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F YOU WERE IN BERLIN 


wouldn’t an Electric Sign flashing 


“DRUGS” in good American cinch 
your trade for that store? That's the way the 
Germans, Polish, and others in America feel 
about it too. “The Druggist with alarge foreign 
trade is the best sign prospect in your town. 








This standard Federal 16-inch sectional letter Polish 
Drug sign, reading alike on both sides, complete with 


hanging rig, $48.00 net F. O. B. Chicago PR his 
7 | . A 
iow = —ery Sa 7" z . Sra . 





This standard Federal 16-inch sectional letter German 
Drug Sign, reading alike on both sides, complete with 
hanging rig, $64.00 net F. O. B. Chicago. 

Either sign wired for either Tungsten or Carbon Sign 
Lamps, whichever you furnish. 

Show this to your druggist. Quote him the prices. Pro 
rata prices on any other reading he desires. Ask us for 
large sketches, Central Station Discounts, or any sign 
information you need, 


Federal Sign System (Electric ) 
Home Insurance Building 


CHICAGO 


Copyright, 1912, by THE RAE COMPANY 
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Selling Fixtures to the 
Housewife 


When a woman buys lighting fixtures, she is competent to satisfy herself 
as to Design and Prices. But, she doesn’t know much about Fixture Quality and 
depends on the fixture dealer or electrical contractor to sell her fixtures of quality. 
If the fixtures she buys are not right in quality she holds the fixture dealer or 
electrical contractor from whom she purchased responsible. A fixture of poor 
quality is easily disguised temporarily. 


TTC TUNGSTOLIERS 


are the best-looking lighting units ever offered for the money. They are graceful 
in form, rich in decoration, harmonious and well proportioned. They have no 
gingerbread ornament and they are absolutely right in price. 











Compare them with anything that you or your competitors are now offering, 
and dollar for dollar you will find the TTC Tungstoliers far ahead of competition. 

In addition to attractive designs and bedrock prices, they are of a quality to 
give everlasting service. 

The finish is the best that we know how to produce, which is the best finish 
possible, because if there was any better, we would know it. So, any way you 
look at them, TTC Tungstoliers are more saleable than any ordinary fixture. 
They will appeal to vour customer and be a credit to vou. That is the secret of 
fixture success. 





Buy a TTC Tungstolier sample outfit; hang it in your Display Room beside 
vour other designs. Your customers will decide the relative merits and we will 
get vour business. Order that sample today. 


THE TUNGSTOLIER COMPANY 


MAIN OFFICE AND WORKS: 


NEW YORK CONN EAUT. OHIO DALLAS 
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HE real test of an organization is a complaint. You can judge pretty 
accurately of the calibre of a concern by the way it receives and 
handles a good, strong, old-fashioned kick from a man who is mad 
and not afraid to say so. 








Such a complaint, in the Buckeye office, receives more ac- 

curate handling than a telegraphic order for a carload of lamps. 

Nobody ‘‘gets sore:’’ nobody “‘sasses back.’’ So long as human nature is human 

nature, we—and all lamp makers—will always have a certain amount of trouble and mis- 

understanding with customers. We're not perfect. Neither are our customers. And 

so we all realize that the man who dips his pen in vitriol and says exactly what he 

thinks, must have some reason for being in that frame of mind. It’s up to us to find 
out why. 


We goto him. We don’t enter a general denial. We don’t attempt to justify 
carelessness or error in our plant or office. We get at the facts—and we abide by the 
facts. We don’t try to squirm out of it if it’s our fault. 


But the percentage of complaints against Buckeye Quality and Buckeye Service is 
remarkably low. We're proud of that fact, but we’re even more proud of the fact that 
we’re not afrazd of a complaint—not too vain to acknowledge a fault—and not too avari- 
cious to ‘‘make good.”’ 
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THE BUCKEYE ELECTRIC CO. 


CLEVELAND 


OGHICAGO PITTSBURGH DALLAS 




















BOSTON 
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» This is the New Haven Pole 


Showing the new 


Luminous Arc for Ornamental Street Lighting 


Write for Data on This Installation 





We are preparing a book de luxe describing 
this installation in detail, how the enthusiasm was 
aroused. Just the book for the new-business 
manager or man in your department who is going 
to install a white way and wants to have a rousing 
big night at the opening. Write for it—it’s free. 


“Biggest and best parade ever held in any Connecticut city; over 100,000 


New ee saw it—3% miles long.” New Haven Times-Leader. 
ole 


ORNAMENTAL LIGHTING POLE COMPANY 


Poles for all Types of Lighting 
19 BATTERY PLACE NEW YORK 




















The RECO FLASHER 


is in a class all by itself! 
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Here’s a Flasher that’s adjustable for almost any kind of an effect. 

The only one on the market! 

All the leading Central Stations and Sign Companies use the Reco because it’s 
trouble-proof, reliable and flexible. Bulletin No. 18 just out. 


Reynolds Electric Flasher Mfg. Co. 


Largest Manufacturers of Flashers in the World 
Also Manufacturers of Billboard Reflectors, Time Switches, Transformers, Window Displays, ete. 


617-631 W. Jackson Blvd., Chicago 1123 Broadway, New York 
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We're Constantly 
Nailing That Old 


Lie—“You Can’t Get 
Much Individuality in a 
Small Sign.” 


We've all heard it a hundred times, a discour- 
agement to the merchant and a barrier to the cen- 
tral station salesman; but it isn’t so, and ‘*The 
Greenwoods” are proving it every day. We put 


biiivinsalithy 
in every sign we build. 


Look at these two: 


Wilensky is a modern cobbler; he repairs 
shoes, and because it is a small and a limited busi- 
ness in his town, he naturally can’t afford an 
expensive sign. But he wants the business and 
he deserves it, because he whole-soles shoes, 
the best possible job—for a one dollar bill. He 
wanted a sign and he had one specific thing to 
say. We showed him how and his business has 
doubled. 


The Jones-Ford sign tells its own story, and 
it’s telling it to thousands of passers-by, and selling 
automobiles for Jones. The sign was not expen- 
sive—but it is unique, attractive, and appealing. 
The wheel revolves and you remember it. It’s 
loaded with individuality and it shoots straight. 


See that your consumers get this kind of signs 
Tell them to buy them from 


Greenwood Advertising Co. 


Knoxville, Tenn. 
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Secure New 


Power Business 

in 1912 by the 

aid of this y 
Printed Record oA 


Where your prospect would hesitate to accept a solicitor’s state- 
ment, he will place absolute confidence in the hour-by-hour 


printed record made by the Portable 
Printometer. 





By taking about fifteen minutes of one man’s time to 
connect a portable Printometer to the prospective 
customer's watt-hour meter (regardless of the type or 
make of meter used) you will have available a printed 
record in plain figures for any desired number of days, 
of his consumption, and maximum demands, and the 
actual time is printed, showing just when each and every 
amount of electricity is used. 


That’s what you can show your prospect. But in addi- 
tion the Printometer is an invaluable aid to you 
because it gives you positive and accurate information 
from which you can determine what it costs you to serve 
that particular customer, and therefore, enables you to 
make a price that will get the business and still be 
profitable to you. 


The Portable PRINTOMETER e F Glad to send you Bulletin No. 555, valuable to every 
Central Station. 


MINERALLAC ELECTRIC COMPANY 


Room 428, Merchants Loan and Trust Bldg., 
CHICAGO, ILL. 


Pacific Coast Representative: VAN E. BRITTON, 697 Monadnock Building, San Francisco, Calif. 
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New Electric 


Radiant Grill 


The glow of its visible heat coils, pleasing design and highly polished 
nickel finish, make this grill an attractive combination device. 


In less than 15 seconds the radiant coils of the grill are ready to boil, 
toast, grill, or fry. For these purposes, cooking utensils like a saucepan, 
aluminum frying pan, etc., are supplied with each grill as shown. 


The heat coils are of Calorite—the well-known alloy that is practically 
indestructible and is used only in G. E. Heating Devices. 


This 600-watt grill can be attached to any lighting circuit. 


Low list price ($8.50) is bound to make it popular, while its ready con- 
venience and adaptability will ensure its frequent use. 


General Electric Company 


Principal Office: Schenectady, N. Y. 
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' cm The Wireman 
i Swears BY 
Not AT the 


These new fittings are popular with “the man on the job.” 
They enable him to do a better, faster, cleaner job than any other 
fitting. They are easier to work with because they were designed 


by a practical wireman. It pays to specify and install fittings that 
have the hearty endorsement and co-operation of the worker. 


































The ADAPTiBOX is the most comfortab/e conduit fitting on earth 
for the wireman. It is adaptable to an endless variety of special 
uses and can be altered in two minutes should a change in the 
specifications be made after the material is on the job. From the 


viewpoint of the Contractor, the Wireman and the Man-who-pays- 
the-bills, ADAPTiBOXES are the ideal fittings for all conduit work. 


Send for Sample and Prices 


The sample is our most convincing argument. Get one and 
discuss it with your foreman. He will tell you how good it is. 





The Bonnell Manufacturing Co. 


CLEVELAND, OHIO 
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THE 


“National 
Storage Battery 


For Electric Vehicles and Trucks 


The points about this battery are that it is carefully 
designed and built with thoroughness. It has great 
vitality and will give the best economy in actual 
service. When we talk about economy, we do not have 
in mind a discussion that would make you dizzy to 
follow and the gist of which would be that ‘you are 
crazy to think of any other Battery than the National. 


Your electric vehicle service for the next three years 
will \“set you back” fewer dollars if you use the 
National than if you use any other make. That’s 
simple, isn’t it? 


The National Battery is made with four distinct plate 
types offering four distinct economy characteristics and 
covering the entire field from average short runs to 
average extremely long runs. 


Our engineering service is yours to help you analyze 
your particular conditions in order to secure the 
utmost economy. 


The United States Light and Heating Company 
General Offices: 30 Church St., New York. Factory: Niagara Falls, N. Y. 


Sales Offices and Depots 
New York Boston Buffalo Cleveland Detroit Chicago St. Louis 
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WHITEHORNE, Managing Editor 


“The House of Edison Light” 


The Boston Portable Demonstration House and What It Has 
Accomplished 


In central station merchandising the 
great problem is ever one of market 
development. After the manufacturer 
of furniture or shoes once secures his 
trade and establishes his business much 
of his selling effort is centered in the 
‘are of his customers; but with the 
electric light and power company it is 
ever a process of education. More 
men and women must know more 
about the benefits of electricity, and 
present consumers must be kept in 
touch with the ever-broadening scope 
of electric service. The creation of 
new markets is always the chief func- 
tion of the sales department. 

It is educational work, but it is 
nevertheless merchandising, for the 
education without the sales influence 
would produce but a minimum of busi- 
ness. The central station is, therefore, 
virtually engaged in two kinds of sales 
endeavor: the actual sale of current 


and current-consuming apparatus, and 
the sowing of the seed of desire which 
will gradually ripen into voluntary 
business; sales induced through sug- 
gestion. That is the province of the 
demonstration, the ““House Electric,’ 
and the electrical show, and the most 
advanced application of this principle 
has been conceived and _ successfully 
maintained for the past year by the 
Edison Electric Illuminating Com- 
pany of Boston. On one of the best 
residence streets of Newton Centre, 
Mass.,a suburb of Boston, stands ‘““The 
House of Edison Light,” a sectional 
and portable demonstration house, 
maintained by the Edison Company 
as a practical exhibition of the modern 
benefits of electric service in the home. 

The House of Edison Light was first 
opened for visitors the first week in 
December, 1910, in Winchester, Mass., 
a wealthy and attractive suburban 


“The House of Edison Light” as it appeared when located in Winchester. 
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town about eight miles north of Boston; 
and remained there, constantly active, 
until the first week in May, when it 
was removed to Newton Centre. The 
attendance since the time it was first 
opened in Winchester has averaged 
over 100 persons per day, the majority 
of whom have come from the Boston 
territory, though there have been 
many guests from various parts of 
New England, and from far-away 
points in the United States. That 
means that practically 30,000 people 
have called. 

From the beginning, the house has 
been under the personal supervision of 
a man experienced in meeting people 
and well acquainted in the locality 
where the house is situated. For in- 
stance, the man in Winchester had 
been in business in that city for a long 
time, and was popular and widely 
known. Hehad the knack of easily 


applying himself to the work in hand, 
made everything very attractive, and 
maintained excellent discipline; and 


the same conditions prevailed when 
the house was moved to Newton Cen- 
tre, where a new man was in charge. 
On the staff at the house are two dem- 
onstrators, one of whom has_ had 
wide experience and has traveled from 
one part of the country to another as 
a representative of one of the large 
manufacturing companies. There is 
also a young woman who acts as a 
sort of assistant about the house, 
which makes a staff of four attendants, 
who keep the house open and enter- 
tain guests on every business day be- 
tween the hours of 2 and 10 p. m. 

The house itself, though a bit un- 
usual in its outward appearance, is 
attractive and has every appearance of 
practical permanency, as is apparent 
in the photograph. The floor dimen- 
sions are 34 feet by 34 feet, and there 
is a pergola porch effect 5 feet by 10 
feet in front. This provides amply 
for four spacious rooms, a living room, 
a bedroom, a kitchen (with pantry), 
and a laundry. There is also a re- 
ception room, located in the centre 
of the house, with a hall leading to 
the front door, and every room is a 
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practical common-sense homelike 
apartment that appeals to men and 
women alike. 

This house is by no means a “‘freak.”’ 
It is portable and therefore it was 
necessary to adopt a simple style and 
an arrangement that lends itself to 
such treatment, but there is no hint 
of its sectional character in the house 
itself. It was built by a local con- 
structor and the electric wiring was 
installed in the sections as it was being 
put together, so that, when the Edison 
Company moved the house from Win- 
chester to Newton, the transfer was 
made easily and quickly. After the 
house was put together it was com- 
pletely furnished with handsome and 
appropriate furniture, in keeping with 
the surroundings, and the excellent 
taste that has been shown in selecting 
the decorations and the furnishings 
would make this residence a most at- 
tractive place, even if there were not 
the additional features of the complete 
electric service. 

Few of the appliances that have been 
installed in the home, or the metnods 
by which electric service is used, are 
unique or especially novel; most of 
them have been in practical use for 
years. For the value of this house as 
a place of investigation for present 
and prospective householders lies in 
the fact that all of the various applica- 
tions of electric service, and the appli- 
ances themselves, are collected here, 
so that they can be studied and appre- 
ciated in their proper relation to mod- 
ern home life. Most people have 
heard that electric fans can be used, 
not only to cool a room in the summer, 
but to distribute the warm air from 
the radiators in winter, yet how many 
of them have ever actually put the 
suggestion to work in their own 
homes? Here in The House of Edison 
Light they see the fans in operation on 
a cold winter day, and it opens their 
eyes to the opportunity for such a 
comfort in their own rooms. 

Just so, there are many people who 
have known the electric toaster by 
sight these many months, but have 
never really tasted a piece of the 
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sweet, crisp, hot toast that it makes. 
They have heard that the electric 
toast is superior, but it has been an 
indefinite something that has not pro- 
duced a live desire for a toaster. And 
it is the same with the rest. We all 
have friends who have never actually 
had a heating pad in their own hands. 
But what a difference it makes in their 
conception of the luxury of this invalu- 
able household adjunct, and_ their 
desire to own one when they really 
become acquainted ! We have heard 


The electric kitchen. 


that a buffing motor makes silver- 
cleaning easy, but we are not over- 
clamorous to own one till we try the 
process ourselves and know. 

And there is the sole purpose of the 
House of Edison Light; not to main- 
tain an electric show, but rather to 
present a modest, comfortable home, 
in which every advantage has been 
taken of the many comforts, conven- 
iences, and economies offered by mod- 
ern electric service. It is not a sales- 
room, though the orders that have been 
taken there have represented a very 
gratifying increase in residence con- 
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sumption. But no apparatus is de- 
livered from the house. All orders are 
telephoned to the Company’s regular 
Electric Appliance Exchange, for the 
influence of the house would be seri- 
ously thwarted if it were turned into a 
salesroom. If any aggressive effort 
were made to take orders visitors would 
feel a restraint about accepting the 
hospitality of the house without mak- 
ing some purchase. As it is, the pub- 
lic is invited to visit the House of 
Light just as they would visit any 


Complete and practical. 


other exhibition. When they call 
they are cordially received and made 
thoroughly conversant and apprecia- 
tive of the uses and advantages of 
complete electric service, for each room 
is equipped with every practical and 
appropriate lighting, heating, or power 
device that can be honestly recom- 
mended to the public and _ profitably 
used by them. 

The attendance is secured in many 
ways. Mr. L. D. Gibbs, Advertising 
Manager of the Edison Company, 
says :— 

“A great many people have called 
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at the house on personal invitation. 
We have endeavored to have a man in 
charge who is quite well acquainted in 
the territory, and can call people on 
the telephone and tell them about the 
house. Then, too, it only needs to 
get a few people to visit the house 
when the good news begins to spread 
rapidly. It is such an_ interesting, 
unique, and, at the same time, prac- 
tical and economical demonstration 
of the use of electric service in the 
home that every person who has seen 
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neighboring communities, by post 
card distribution, hand bills, posters, 
and a large sign on the premises, as 
seen in the picture on page 73. Fur- 
ther publicity has also been secured 
through the use of the electric pleasure 
vehicle, which is kept in the electric 
garage beside the house. Recently, 
also, a parade, composed entirely of 
electric pleasure vehicles, went from 
Boston to The House of Edison Light, 
where the drivers of the cars and their 
passengers—all members of the Elec- 


A vista in the portable house, showing the completeness of the furnishings. 


it has been an interested and active 
carrier of the good news. 

“Of course, we have made it a point 
to entertain small parties of people to 
whom we wished to show special con- 
sideration at some particular time; as, 
for example, guests from one town or 
another, the Electric Vehicle Club, and 
groups of newspaper men and their 
wives. In fact, in both Winchester 
and Newton Centre the formal open- 
ing of the house was made with the 
entertainment of newspaper men from 
the surrounding territory.” 

This has been supported by adver- 
tising in the local papers and in those of 


tric Vehicle Club-—were entertained 
at luncheon and held their regular 
weekly business meeting. Twenty- 
four electric pleasure cars, represent- 
ing all of the seventeen agencies for 
these cars in Boston, participated in 
the parade to and from the house, and 
this, of course, created widespread 
comment and much interest in the 
demonstration. 

Behind all this, however, are the 
salesmen, who follow up the registra- 
tion list, selling appliances and secur- 
ing contracts for new installations. 
It is their work that is making The 
House of Edison Light a_ practical 
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success and an active agent in the cre- 
ation of immediate increase in reve- 
nue. Men and women call at The 
House of Edison Light and become 
interested, and before that enthusiasm 
wanes the salesman follows and se- 
cures the business. It is practical 
central station merchandising, a co- 
operative and cumulative effort in 
sowing the seed of the desire and 
exerting the influence of salesmanship 
in psychological sequence. 

And the cost? Assuredly on the 
scale the Boston Edison Company is 
working it must be too great to be 
practical for the central station in a 
small city, for it is the large available 
population in the Boston territory 
that makes The House of Edison Light 
a profitable and successful medium. 
But the principle does apply to every 
central station in every kind of city. 
It is a practical application of the 
logical method of merchandising in 
the residence field. 


Leavenworth Selling Signs 

“That Leavenworth is not to be out- 
done by other cities in the way of ani- 
mated electric signs, is evident from 
the fact that within two months fif- 


SELLING ELECTRICITY 77 


‘ 


teen elaborate signs have been erected 
in front of as many business houses, 
while an equal number have been or- 
dered and already are en route. 

“There are two kinds of animated 
signs, those really worth while and 
those quite too small to properly con- 
vey the object of their mission. The 
signs worth while only are being erect- 
ed here, and that they are business 
getters is a certainty.” 

The foregoing quotation from the 
leading paper of Leavenworth, Kan- 
sas, is a token of the success of the 
electric sign campaign which is being 
successfully prosecuted by the Leaven- 
worth Light, Heat & Power Company. 

Mr. W. C. Duncan, the Commercial 
Manager and the man behind this 
movement, tried out a new idea on 
some of his new sign customers that 
has developed much good feeling. He 
has suggested that the merchant es- 
tablish a little secret sign fund to pay 
for his sign by noting every time a cus- 
tomer speaks of the sign as having 
been the direct or indirect cause of his 
purchase, and dropping one dollar into 
the fund. Two of his customers re- 
port after a few months that their signs 
are about covered. 
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Insuring Satisfactory oo re 


By WILLIAM SCHWARTZKOPF 
The Milwaukee Electric Railway & Light Co., 
Milwaukee, Wisconsin. 


The following scheme is one adopted by a large central station supplying 


electric service for residence lighting customers. 


The solicitor, after having 


obtained the contract for lighting, leaves a printed post card with the new cus- 


tomer. 


When all the lighting fixtures are put up and the customer desires the 


meter and incandescent lamps installed, the post card is filled out with the 
number and size of lamps required and the name and address of customer, 
and dropped in the mail box. Upon its receipt at the lighting company’s office, 
the meter of proper size, corresponding to the number and wattage of lamps, is 
at once ordered, and at the same time, the necessary lamps are delivered and 
installed. 

The advantages of this scheme are twoinnumber. It saves the time neces- 
sary for an inspector to visit the premises and determine what lamps and meter 
are necessary, and it also makes it unnecessary for the customer to go to the 
trouble and expense of writing or telephoning the local company, and does away 
with the unreliability caused by telephone messages. 








Showing That Size Doesn’t Count 


The Story of a Small Plant That is Run in a Big Way 


By Guex~x Marsron 


Up in the wilds of New Hampshire 
there is a little central station which 
operates under conditions which might 
well be the envy of many larger and 
better known companies. Here is a 
one-man plant which has weathered 
all the evils which beset the million- 
dollar-and-more companies—deprecia- 
tion, low day-load, obsolescence, volt- 
age and state regulation, municipal 
ownership—all of them. The man 





W. D, Allen 


who has done this is W. D. Allen. 
His plant is the Cloutman Gas & 
Electric Company of Farmington. 
Farmington is a village of some two 
thousand people. Imagine my = sur- 
prise, during the first evening I spent 
there, at finding the lights as steady as 
they are in Boston. You see, I had 
been around to see a few municipal 
plants in towns where the fluctuation 
in votes is as nothing to that of volts. 
So I thought I'd go down and look the 
plant over next day. More surprises 
—a steam turbine running all day at 
full load, a brick and concrete station, 
complete duplication of equipment 
with a water power able to carry the 
full load on a pinch, water wheels, in 


apparently perfect condition, discarded 
for newer and more efficient ones, 
clean floors—everything a model of 
its kind. I must know more about it. 

I looked up Allen. He was at a 
shoe factory. ‘‘Can’t see you today, 
but come to my house tomorrow morn- 
ing before breakfast and I'll talk to 
you. This man may use power,” he 
said. So I set my alarm clock and 
went to bed at nine that night. 

Briefly, here are a few things Allen 
told me. His plant has a bigger day- 
load than it has night-load. The 
average day-load is 125 horsepower. 
The total connected motor load is only 
136 horsepower—no dead connected 
load at all. Every motor he puts in 
eats up kilowatts six days a_ week. 
He does the city lighting and city 
pumping. He lights all the factories 
on dark days. His load factor is 
about 80 per cent, not figuring the 
time from midnight to 5 a. m., when 
the plant is shut down. 

How did he do it? Let us first con- 
sider the power load—one shoe factory 
of 65 horsepower; another of 50 horse- 
power; city pumping, about 15 horse- 
power; printing office, three horse- 
power; planing mill, three horsepower. 
One of the shoe factories was owned in 
the family, and it was perhaps through 
family influence that it began to use 
electric power. Nobody can tell. But 
of the other, Allen was willing to talk. 

He had known, for some time, that 
the steam plant of this factory was 
well on the way to the scrap heap. 
One day he heard that the owner had 
ordered a new engine. He went over 
to the factory. 

“Have you ordered your new engine 
yet, Ephraim?” inquired Allen. 

“No,” was the answer, “but I’ve de- 
cided what engine I’m going to buy.” 

“Before you do that,” continued 
Allen, ‘“‘wouldn’t it be a good idea for 
you to make a little investigation as to 
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what other shoe factories in Massa- 
chusetts and New Hampshire are pay- 
ing for electric power?” 

Then he went over to the telegraph 
office and wired the General Electric 
in Boston. Rand had just come back 
that morning from a shoe-motor trip 
and bumped into the messenger boy 


as he was going out to lunch. He 
caught the two o'clock train, and 


reached Farmington just before closing 
time. Allen took him over to the 
shoe factory. 

Of course, Rand had figures on 
power costs from all of Ephraim’s 
friends in the shoe business, and 
finally, after figuring on a power rate 
of a trifle over 2 cents per kilowatt 
hour, the shoemaker signed up _ his 
contract that very night, and threw 
the engine order into the waste basket. 

Steam operation cost that factory 
over $2,000 a year for coal alone. 
They now pay about $2,400 a year 
for electric light and power. Just one 
more thing about that shoe factory. 
Two weeks after the motors were put 
in the output of that factory increased 
over 25 per cent without the employ- 
ment of a single new man! And still 
some people will use steam ! 

Then there was the city lighting and 
pumping. If it hadn’t been for the 
pumping Allen would have had a 
municipal plant on his hands, and if 
it had not been for the threat of a 
municipal plant, Allen might never 
have thought about trying for the job 
of running the town pump. Some- 
body got the idea that the town owned 
a valuable water power—the same 
being at an abandoned mill which had 
come into the possession of the town 
through non-payment of taxes or 
some such reason, and which nobody 
wanted to buy. The M. O. men were 
going to install a generator and do the 
town lighting and pumping for some 
$5,000 a year. 

In order to get the enthusiastic 
approval of the populace the M. O. 
men got the Board of Trade to hold a 
meeting where they could show what 
wonderful watchdogs over the people’s 
money they were. The president of 
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the board asked Allen, though he 
allowed it wouldn’t be much use for 
him tocome. But Allen showed up at 
the meeting, armed with a pencil and 
a couple of envelopes, on whose backs 
he could figure. 

In the meantime he went up to the 
pump house to ascertain the facts. 
The town thought its pump was doing 
150,000 gallons every ten-hour day. 
Allen found the stroke of the pump 
short and the speed low. He esti- 
mated that the pump lifted no more 
than 100,000 gallons. Taking that 
as a basis, he figured the cost of pump- 
ing by electricity and found he could 
do it for less. He got some of the 
citizens to agitate for a meter (which 
the town had never owned). One was 
borrowed and set before the Board of 
Trade meeting. It measured 103,000 
gallons in 10 hours. 

Allen went to the meeting. The 
M. O. men told their wonderful tales. 
Allen got up. He showed how the 
city pumping had cost $1,600 the 
year before, and $1,500 the year be- 
fore that. He said that, with electric 
power at so much a kilowatt hour, he 
could do the pumping for $1,100 to 


$1,200. The Board of Trade was 
skeptical. How did Allen know it 
wouldn’t take more kilowatt hours 


than he had figured? How did the 
citizens know what a kilowatt was or 
would do, anyhow? 

“I saw the only way to get that con- 
tract was to talk gallons and cents,” 
said Allen, so he went to work on the 
back of an envelope while some other 
codger made a speech, and then he 
showed where the pumping, on an 
incomplete estimate, was costing at 
least 3 1-2 cents a thousand gallons. 
He offered to do it for 3 cents. Here 
was a proposition within the grasp of 
every citizen.- They all knew what 
a thousand gallons was and they knew 
the difference between 3 cents and 
31-2cents. The pumping was settled. 

Allen went at the street lighting the 
same day. That little town is now 
lighted by 135 lamps—tungsten fila- 
ments of 75 watts—at a cost of $14.80 
per year, moonlight to midnight, with 
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additional lamps up to 150 at $8.00 
each, provided no line extensions are 
necessary. 

By doing electric pumping the town 
saved the hire of one man. Formerly 
they had an engineer. Now the pump 
is run by an automatic switch, with 
hand control also at the central sta- 
tion, half a mile away. The pump 
does its work well, and the total cost of 
pumping last year was $1,017, com- 
pared with $1,500 and $1,600 for the 
previous two years. And they pumped 
more water last year, too. 
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Outages in this plant are few and far 
between. The service is good. There 
is almost no kick on bills. Allen 
shows, on the back of the bill, just 
how much the cost of current is from 
1 to 750 kilowatt hours. A customer 
can read his meter, turn the bill over, 
and find the exact cost without any 
figuring. It’s one of the simple “‘little 
things” to which Allen has given at- 
tention, and makes his plant one of 
the most up-to-date in any town, large 
or small—a credit to its community 
and to the electrical industry. 


LIGHTING SCHEDULE 
TO CO INTO EFFECT JANUARY 1, 1910 


Minimum bill, 50 cents per month. Net. 25 cents per month for use of meter when bills do not exceed $1 00 
per month. 5 per cent discount on bills above 50 cents if paid on or before the 20th of the month, or upon 
yresentation of bill, provided all previous bills are paid. Discounts positively not allowed after specified time. 


SEY TO THE FOLLOWING PRICE LIST, 
15 K.W. hours used the same month at 12 cents. 
hours at 10 cents. Next, 40 K.W. hours at 9 cents. 


Ist, 5 K.W. hours used in one month at 15 cents. 


Next, 50 K.W. hours at 8 cents. 


Next, 


Next, 20 K.W. hours at 11 cents. Next, 20 K.W. 
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Simplified system: a table that tells at a glance the amount of the bill under a sliding scale. 
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Civic Pride Through Light 


The only people who did not dislike 
Newark, Ohio, a year ago were people 
who had never been there. Some 
called it lawless because a lynching 
occurred on the public square. Some 
called it sordid because drunkenness 


The sign that dominates Newark’ s business center 


was frequent despite prohibition. In 
reality, the thing that was the matter 
with Newark was that it lacked civic 


pride. It no longer lacks such pride. 
The reason is—electric light and H. L. 
Montgomery. 

To be sure, a start was made before 
Montgomery was sent by the Ameri- 
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can Gas and Electric Company to 
take charge of the newly acquired 
plant. A number of Luxolabra had 
been installed around the Court House 
through the influence of the Holo- 
phane Company, and a few of the 
merchants had electric signs. But 
Montgomery it was who crystalized 
the desire for more light and who 
showed the people that they really 
possessed that most important qual- 
itv—pride. 

The first step was the installation of 
lights upon the Court House dome. 
It is not a very pretentious bit of out- 
lining, as any one can see, but it 
proved effective. And the effect was 
that soon a couple of merchants or- 
dered signs that amounted to some- 
thing worth looking at. Then came 
the Board of Trade sign. Montgom- 
ery gave the sign to the town, and he 
made it big enough to overshadow 
everything else on his circuits. The 
result was as he predicted: the Frank- 
lin National Bank ordered a sign that 
made the Board of Trade’s effort look 
commonplace. 

The greatest effect that is noted by 
the casual visitor to the little city is 
not its increased brightness, though 
that is obvious, but it is the growth of 
civic pride. Newark people no longer 
apologize for living there. It was the 
lights that did it. 


The Newark Court House tower a beacon of light 





























82 SELLING ELECTRICITY 


The Folly of Special Inducement 


Why the ‘‘Lagnappe” Idea Doesn't Belong 
in the Central Station 


Down in New Orleans, when a boy 
goes to buy groceries for his mother, 
he says to the grocer, “Give me some- 
thing for ‘lagnappe’?”’ And the gro- 
cer gives him a piece of gum, or a 
piece of candy, or maybe an apple. 
Nor is this confined to the children; 
everybody does it. When a woman 
buys a dress she gets a piece of lace, 
or a handkerchief, for “lagnappe,” 
and even the men get a package of 
tobacco, or some cigarettes with a 
box of cigars. 

Hard on the merchants? Yes, in a 
way; but there’s some excuse for it, 
for it’s a time-honored custom of the 
city, and no one has had the nerve to 
break away from it. “Lagnappe’’ is 
simply a relic of the old idea, once held 
by nearly all merchants, that it was 
impossible to sell goods on merit 
alone—there must be some extra in- 
ducement, some bribe to make people 
buy. 

Fortunately, this idea has been 
swept aside to a great extent by the 
march of progress in retail sales meth- 
ods, the most conspicuous example 
remaining being the trading stamps. 
Their strongest appeal, however, is 
made to the small buyers. You don’t 
find them used by the stores that cater 
to what is sometimes called the “‘car- 
riage trade.” 

Now, it is from this class of custom- 
ers that the central station draws the 
most of its business in fixtures and 
household supplies. Therefore, the 
central station, of all places of busi- 
ness, should be the last to employ any 
“Jagnappe”’ tactics. 

But it does, and in this way: Its 
principal business is selling current, 
and as an inducement to people to 
buy current, it offers them premiums 
in the form of household appliances, 
flatirons, chafing dishes and _ such 
things, sold at cost, or even less. 

This is “lagnappe’’—nothing more 
nor less. But it doesn’t pay. It 
strikes a prejudice that extends not 
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only to coupons, trading stamps, and 
such things, but also to “marked 
down” goods—excepting, of course, 
where prices are lowered through mar- 
ket conditions, or for introductory 
purposes. These are legitimate ex- 
cuses for cutting prices, but cutting 
them simply for the sake of making a 
profit elsewhere does more harm than 
good. 

Then, again, when the central sta- 
tion offers a customer a_ four-dollar 
flatiron for two dollars the customer 
is pretty apt to say to himself, ‘“‘That’s 
mighty cheap. Wonder how they do 
it? Oh, yes, I see! That iron uses 
current—that’s where they get their 
money back. Well, why don’t they 
sell me their iron at the regular price, 
and charge me a decent rate for cur- 
rent?” His attitude is like that of the 
little girl, who, when her small brother 
offered here a piece of candy, wanted 
to know what was the matter with it. 

Another argument against the cen- 
tral station offering special induce- 
ments is that it is acting “‘in restraint 
of trade.” They make a price that 
the contractors and supply dealers, 
having no current sales to fall back 
on, are unable to compete with, and 
as a consequence of this manifestly 
unfair competition these dealers are 
made to suffer. Of course, it’s all 
right to look out for Number One, but 
here’s the question—Can the central 
station afford to curtail the prosperity 
of the contractor and the supply dealer? 
Why lose their enthusiastic co-opera- 
tion and good will? Obviously it can- 
not afford to do this, yet that is what 
will eventually result from “lagnappe’”’ 
methods. 

If other merchants have quit such 
things, there is no reason why the 
central station shouldn’t do the same. 
If an iron can be sold at all it can be 
sold because it is a good iron, not be- 
cause it is cheaper than the iron Brown, 
across the street, sells. Gillette Safety 
Razors and Eastman Kodaks are never 
sold by the retail dealers for less than 
a certain fixed price, but that hasn't 
affected the number of extra blades 
and films that are being sold. 














The Most Modern Street Lighting 


The United Illuminating Company of New Haven Launches an Ornamental 


Lighting System During the Christmas Shopping Season and 
Reaps a Reward of Good Will 


It is no easy thing to interest city 
merchants in ornamental lighting when 
the holiday sales drive them almost to 
distraction, yet that is what has been 
done by The United Illuminating 
Company of New Haven. It repre- 
sents a masterpiece in salesmanship, 
and the way it was done is interesting 
to relate. 

The business streets of New Haven 
were formerly fairly well lighted by 
t-amp. magnetite arcs installed that 
distance apart which is usual when a 
central station is fulfilling the terms 
of an average city contract. That 
the arc lamps were not ornamental 
was well known. The time was ripe, 


therefore, for interesting the merchants 
in the use of more light. 

The United Illuminating Company 
installed four ornamental poles with 
tungsten clusters which were hand- 
some in appearance and in harmony 
with poles so successfully used else- 
where and which were equipped with 
five 100-watt tungsten lamps. The 
sample installation was inspected and 
approved by the closing of many con- 
tracts between the merchants and the 
company, but before the entire matter 
was settled attention was called to a 
confidential test of a brand new system 
of ornamental are lighting, about to 
be completed by the General Electric 





New Haven’s great white way. 
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Company at its vard at West Lynn. 
Investigation showed a pole entirely 
different from any previous design, 
using a 6.6-amp. magnetile are oper- 
ated within an acorn-shaped opal 
globe and furnishing a character of 
light unique in the annals of street 
lighting. 

The engineers of the Illuminating 
Company became so interested that a 
sample pole was installed in New 
Haven alongside of the incandescent 
units,with the result that the are system 
was selected. However, certain minor 

changes were suggested in the appear- 

ance of the pole, and it was here that 
the United Company showed its ability 
to accomplish things quickly. 

A representative from the Orna- 
mental Lighting Pole Company was 
hurried from New York to New Ha- 
ven within tweniv-four hours and the 
re-designed pole was approved almost 
without discussion. Then the hurry 
call was sent to the General Electric 
Company, which finally agreed to 
begin delivery of lamps in five weeks. 

On Friday evening, December 15th, 
the entire system of seventy-five orna- 
mental magnetite ares illuminated the 
business streets of New Haven for the 
first time. According to the estimate 
given in the newspapers, there were 
100,000 people on the streets co-operat- 
ing by their presence to make the 
occasion a grand success. Through 
the activities of the merchants and a 
considerable expenditure of funds, a 
parade several miles long, with nine 
bands, the Governor’s Foot Guards, 
business men’s organizations, hun- 
dreds of automobiles, and decorated 
floats, helped to make the occasion 
long to be remembered in the city of 
New Haven. 

Prizes had been offered for the best 
city slogan and just before the lighting 
system was switched on a large electric 
sign was unveiled, showing in beautiful 
red letters the words which had been 

selected—“Old elms but new ideas.” 
Then, amidst the cheers of the crowd, 
the magnetite ares were turned on by 
the mayor. 
Now this is written just as it oc- 
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curred, and it is astounding that such 

a fine spirit of co-operation should be 
shown between the merchants, the 
manufacturers, and the public utility 
in connection with a five-year con- 
tract covering the sale of electricity. 
The last small merchant to close a 
contract apologized for the delay and 
having caught the spirit of give and 
take, explained that he had just sold 
$25 worth of red fire to one customer, 
in connection with the parade. 

A remarkable feature of the trans- 
action was the courage of the United 
Company in the arrangement of the 
lights. Throwing to the winds all 
previous custom, they adopted a spac- 
ing which insured the maximum of 
effectiveness. The poles are 88 feet 
apart on each side, being staggered so 
that on the opposite side of the street 
the pole came in the center of the 88- 
foot mark. In this way every 44 feet 


along the street there was a_ 1,000- 
candlepower arc. The street being 


about 44 feet from curb to curb, a 
little more than two-foot candles of 
illumination was the minimum light 
shown at any point between lamps. 
Is it any wonder that the volume and 
distribution of illumination met with 
instant approval when the switch was 
thrown the night of the celebration? 

There was another quality in con- 
nection with this ornamental lamp 
which pleased the merchants well; 
namely, the manner in which the 
buildings were illuminated. This is a 
good selling point for this system and 
attracted the attention of the Illumi- 
nating Company when the first sample 
pole was installed. But with all the 
lamps in position and with the gener- 
ous use of energy the advantage by 
advertising the upper floor merchants 
is fully apparent. The accompanying 
cuts well illustrate this point. 

There is a lesson to be learned from 
this great celebration. It is this: that 


from beginning to end the heartiest 
degree of co-operation was exhibited 
between the merchants and the cor- 
poration. 

If the study and the exercise of this 
other 


will enable central 
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stations to sell three or four times the 
amount of electricity that would other- 
wise be sold; if co-operation will en- 
thuse merchants to a point where they 
will cheerfully contribute to illuminate 
a long section of street following the 
very highest standard of illuminating 


The effect of the old arcs: a harsh glare and Littl 
illumination on buildings. 


engineering; if such a principle will 
bring out on the streets at night the 
largest crowd of people that has ever 


been known—then it would seem as if 
the plan should be spread broadcast 
throughout all the country. 

New Haven had been expressing a 
desire for more than a year to be 
boosted. At the same time the mer- 
chants had been considering the illumi- 
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nation of their store fronts. The 
United Company recognized the psy- 
chological moment to use the subject 
of light as a powerful agent to help 
boost New Haven. Merchants, manu- 
facturers, city fathers, corporations, 
and nearly all the people of the city 
caught the spirit, and lo ! the greatest 
night celebration which Connecticut 
has ever known came from the plans 
which were first made on a small scale. 

And the results, from the “‘booster’s”’ 
standpoint, much more than justified 





The effect of the new system: glare eliminated and 
the building fronts well lighted. 
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the effort and courage required to 
plan upon a large scale. The “White 
Way” was the leading subject for 
newspaper copy for many days before 
and after the opening of the system. 
Half-page cartoons, numberless photo- 
graphs, and many columns of “copy” 
all contributed to keep local interest 
at white heat. And this had its in- 
evitable effect upon the out-of-town 
papers. The New York Times, which 
looks to London for everything meri- 
torious and considers everything out- 
side of the Borough of Manhattan as 
“provincia” had almost half a column 
of praise for New Haven’s ‘venture. 
Other papers, impressed with the 
enthusiasm through reading the New 
Haven reports, spoke with equal grace 
of the new lights. As one cynic said, 
“We received more free advertising 
from the White Way than we would 
have received if we'd assassinated a 
foreign diplomat or committed some 
other scare-head crime.” 

This salesmanship of the highest 
types has been exhibited by a public 
utilitv and teaches a lesson to every 
central station, small and large, in 
connection with the sale of electricity. 
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Developing an Opportunity 


There is a man employed by the 
Union Electric Company, of Dubuque, 
[a., meter reader. That is his 
official title, but it is really a side line 
with him, as his principal business is 
selling electric flatirons. He has ac- 
cess every month to the homes of cus- 
tomers without irons, and he is not 
slow to take advantage of the oppor- 
tunity thus offered to interest the 
housewife in stories of her friends and 
neighbors who have electric irons. 
As a consequence of this, he has little 
difficulty in getting her application for 
an iron, which the company furnishes 
for thirty days’ free trial, after which 
it may be purchased for $4. 

The company will also make free 
repairs at any time upon all such irons, 
or upon any iron on their circuits 
where the ordering of special parts is 
not necessary. These repairs are usu- 
ally handled by the meter reader men- 
tioned above, where the repairs do not 
necessitate removing the iron from 
the house. The idea is a good one 
and well worthy the consideration of 
all central station outside men. 
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THE GREAT WHITE WAY 











How it appeared to the 


> New Haven cartoonist. 





Points of Contact with the Public 


Extracts from a Paper Read Before the Third Annual Convention of the 
H. M. Byllesby Companies, Chicago, January, 1912 


By Wo. 

The subject of desirable relations 
between utility companies and the 
public has been given much attention 
during the last few years. There 
have been overloads of preaching and 
advice and it would seem that the 
extraordinary quantity of good coun- 
sel must long ago have had its effect, 
the reforms adopted and an era of 


Wm. H. Hodge. 


peace begun. But the new order does 
not come about as swiftly as the logic 
of the situation would bid. 


* * * 


Public utilities in reality are the 
most democratic of commercial insti- 
tutions. Patrons are of all conditions 
and of all classes in the human scale. 
They are served with more uniformity 
and less discrimination by gas, street 
railway, electric, telephone, and water 
companies than by any other business. 


* * * 


The widowed washerwoman is sup- 
plied with gas of the same heating 
value as that delivered the wife of the 
banker who employs her and who pays 
at the same rate; electricity of equal 


H. 


Honea: 


voltage and price is delivered to man- 
sion and cottage; all fares look alike 
to the street car conductor; the tele- 
phone operator responds with equal 
celerity to the voice of the clergyman 
or the bartender. 


* 


Although the facts are as stated, it 
is equally true that popular conception 
of public utility corporations is that 
they are anything but democratic. 
This state of mind on the part of the 
public is due to two reasons: first, 
because of the monopoly feature in 
response to the economic law that 
municipal utilities are best and most 
economically conducted as monopolies, 
and second, because the true democ- 
racy of utility companies has not been 
suitably expressed in the acts and 
words of the operating organizations. 


* 


It is true that every public utility 
has deep-rooted prejudices to over- 
come because of failure in the past by 
utility managers to create in their 
companies the democratic spirit which 
is absolutely essential for the estab- 
lishment of friendly public relations. 


* * 


The organization that regards its 
destiny of public contact as a misfor- 
tune or a nuisance misunderstands its 
work. It has a feeble grip on life. 
It easily can be made the football of 
its enemies and of adverse legislation. 
It is looking for trouble and certainly 
will find trouble. 

* x * 


The kind of service a man receives 
is secondary to the kind of treatment 
his pride receives. If he believes the 
company treats him with respect and 
fairness he is willing to put up with a 
certain amount of interruption to the 
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service and not grow hostile. But if 
he bears a grudge against the com- 
pany the best service and the lowest 
rates will not make him a friend. 


* * * 


The manager of a utility company, 
in a sense, occupies a position with 
reference to the people somewhat 
similar to that of the office of mayor. 
He has a varied constituency and he 
should endeavor as much as _ possible 
to come into contact with all the peo- 
ple and to obtain a sympathetic point 
of view. 

From the standpoint of the account- 
ing department it may seem perfectly 
justifiable to print drastic warnings 
and threats upon the bills and to post 
somewhat undiplomatic signs about 
the office to the effect that “those who 
bring their bills will be served first; 
others must wait. Moral: always 
bring your bill.” The justice of the 
matter does not appeal to the cus- 
tomer at all. He feels that when he 


goes to the office to pay a corporation 
it ought to take the money at once 
and without deliberately trying to put 
him to inconvenience because he has 
failed to bring a slip of paper with 
him. 


* 


The newspaper and other local ad- 
vertising of utility companies to a con- 
siderable extent is accepted as express- 
ing the spirit of the organization. A 
great part of the public sees the adver- 
tising frequently, while the average 
customer comes to the company’s 
office not more than once a month. 
Even in plain commercial advertising 
there can be a certain tone indicative 
of the company’s way of looking at 
things and how it regards its customers 
and the degree of satisfaction rendered. 


* * * 


The Commonwealth Edison Com- 
pany of Chicago and other progressive 
organizations have insisted that no 
employe refer to the “rules of the 
company” as a reason why certain 
things were done by the company or 
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certain things expected of patrons. 

Instead of talking about “‘the rules” 

employes were instructed to talk 

about the reasons behind the rules, and 

so far as possible, to give the customer 

a true understanding of the conditions. 
* ok * 


With the development of new-busi- 
ness departments and the active study 
of the customer’s needs and the solici- 
tation of business by trained men, a 
considerable part of the controversies 
between company and public have 
found their way to adjustment by the 
solicitors and salesmen. 


* * 


The new-business department is 
one in constant personal contact with 
the public. Representatives of the 
company in this field are perhaps in a 
better position to know what the peo- 
ple are thinking about, how they see 
matters affecting the company, and 
what they want in the way of service, 
than any other department. Wher- 
ever the new business department is 
co-operating properly with the local 
organization it has been found of great 
value in improving public relations 
and creating public good will. 


* * * 


Not every salesman is clever in 
satisfving the demands of hostile citi- 
zens, yet the nature of his calling 
makes it necessary that he understand 
how to meet people and win their 
respect and friendship. It is only 
occasionally that a new-business de- 
partment represeniative is unable to 
be of some service in the promotion of 
harmonious relations. There have 
been numbers of instances in the past 
vear where the new-business men have 
been extremely valuable in helping 
to overcome prejudice and_ hostility 
engendered before we took control. 

* * * 


We must, because we operate mo- 
nopolies, treat our customers better 
than competitive business institutions 
and we must make it plain to the 
public that such is a fact. 





A Self-Supporting Sales Department 


The Story of How One Lighting Company Has Solved the Problem of Soliciting 
Cost by Making Its Sales Department Pay Its Way Out of 
the Profits on Appliances 


By Tuomas B. 


Ruopes 


Commercial Manager Elmira Water, Light and Railroad Co., Elmira, N. Y. 


The writer has been connected with 
commercial departments where the 
sales of appliances did not pay for the 
trouble of dusting them every morn- 
ing. This was due, not to any particu- 
lar lack of salesmanship, but simply to 
the method of approaching the subject. 

The idea prevailed that appliances 
were a novelty in the electric industry, 
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somewhat similar to the mechanical 
toys that we all have difficulty in 
dodging on the street at Christmas 
time. From that standpoint they 
came to be considered as revenue-pro- 
ducers, and this applied particularly 
to the electric iron. When this idea 
of revenue producing took hold on our 
sales managers, a great many of them 
practically gave irons away on the 
assumption that they would pay for 
themselves within six months. These 
efforts did not, in the writer’s humble 
opinion, make electric appliances popu- 
lar, and it remained for our depart- 
ment stores to put the appliance busi- 
ness on a paying basis. 


The department stores took hold of 
the proposition exactly as if they were 
dealing with Jaces or silks or china. 
They had a definite percentage to 
realize on the goods, and a short time 
in which to realize it. If they could 
not sell them within the tinie limit 
they would reduce their percentage of 
profit after the time limit had expired, 
and in this way endeavor to clear their 
stock. If this first reduction did not 
dispose of the goods they made up 
combinations and took a percentage 
off the total price—always, however, 
setting the price above the cost plus 
the overhead charges. 

It is freely admitted that it took the 
department stores some little time 
before they could develop a satisfac- 
tory condition in this particular “line,” 
but they were the logical people to 
take hold of the proposition, inasmuch 
as the buying public saw the goods in 
such stores more often than they saw 
similar goods in an_ electric -supply 
house, or a central-station window. 
Furthermore, they had to overcome 
what the writer believes was the cen- 
tral station’s great mistake of selling 
these goods at absolute cost. There is 
no use ducking the truth as to how the 
public feels about getting something 
for nothing. We all feel when we go 
out to buy an article and the salesman 
behind the counter tells us he is part- 
ing with the goods at absolute cost, 
that said salesman is not adhering 
strictly to the truth. Why should we 
of the electrical fraternity, therefore, 
expect to arouse different sentiment 
in the minds of the buying public? 
Of course, we know that our revenue 
on a particular appliance does not 
stop at the sale, and we can convince 
some people of this fact, but if we 
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succeed in this we immediately arouse 
another feeling of distrust in the pur- 
chaser’s mind. We arouse the idea 
that possibly it would not be good 
policy to buy the particular article, 
as it might cost too much to operate it. 
This latter feeling is never brought to 
the surface in a department. store, 
simply because the purchaser knows 
the department store is interested 
solely in making a legitimate profit on 
the goods, with no future considera- 
tion except that those goods shall 
prove satisfactory. 

The foregoing is set down simply to 
show the reasoning which led the 
writer to try the department -store 
method. 

The first thing done was to figure 
the absolute cost of every article 
handled. Our more fortunate broth- 
ers in the larger cities do not as a rule 
have to figure on freight. This item 
we have to take into consideration. 
All, however, have a certain amount of 
rent to carry, and we all have lighting, 
heating, and incidental charges to 
meet, including salaries and outside 
expenses. These charges we figured 
down to the hundredth part of a cent. 
We then took inventory of our stock, 
and proportioned the running expenses 
of the department to each and every 
article to be handled. We set a “turn- 
over” time limit of four months and 
any article not sold within that time 
was either combined with other arti- 
cles and sold as a set, or else a per- 
centage was knocked off to make the 
price more attractive. We have not 
at any time considered it good practice 
to handle any product upon which we 
cannot realize a profit of 25 per cent 
over and above all cost, as scheduled 
in the preceding paragraph. This 25 
per cent more than covers the running 
expenses of the department. 

It is surprising the results obtained, 
purely from a commercial standpoint. 
When we find that our stock is not 
moving fast enough we do just what 
the department stores do, namely, run 
a good, bold advertisement announc- 
ing a special sale to take place at some 
particular time in the near future, 
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This method has so far proven entirely 
satisfactory as a sales accelerator. Of 
course, we have used all the ordinary 
selling methods, and still use them. 
It is the writer’s idea to simply tell 
you of those which, in his estimation, 
have proven the greatest producers. 
We have one particular “stunt” for 
disposing of sewing-machine motors 
which we consider very satisfactory. 
We have made arrangements with the 
sewing machine people in our town to 
loan us as many machines as we may 
call for, to which machines we attach 
our sewing-machine motors in such a 
manner as not to disfigure the wood 
work. We have one clerk whose duty 
it is to scan the society columns of the 
morning and evening papers. All 
mention of sewing circles are imme- 
diately noted and we offer the use of an 
electrically-operated machine, which 
they invariably accept. In this man- 
ner we place before our prospective 
purchasers a machine and a motor 
working at its best, and we do this at a 
time (a very important item) when it 
most impresses our prospective cus- 
tomers 


with the usefulness of the 
equipment. 
In concluding, the writer would 


emphasize the general respect which 
the company enjoys as a retailer, and 
which it could not enjoy had it con- 
tinued telling the buying public at all 
times that it is disposing of its goods 
at absolute cost, or at very little profit. 
That policy is wrong and the proof is 
the results we have attained by adopt- 
ing the opposite policy. Our policy 
simply means that, having gotten rid 
of the suspicious feeling in the pur- 
chasers’ minds, we have a greater op- 
portunity of selling them than a de- 
partment store has, principally because 
people look to the central station as 
being the source of electricity, and 
naturally assume that in the purchase 
of anything electrical those at the 
central station will know more about 
it than people who handle silks and 
china. To illustrate by an actual oc- 
currence, a crusty old farmer, who 
wished to purchase a 50-hp. motor, 
called upon all the electric contractors 
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in town and at last came to the central 
station. The central station was the 
highest bidder on the job, but secured 
the order simply because this farmer 
had confidence in the central station, 
and because the electric contractors 
had told him they were selling the 
motor at absolute cost. 

This is not a criticism of the con- 
tractors, but of their methods. We 
have not lost sight of what is due them; 
in fact, our system of making profit 
on our sales has enabled the contract- 
ors to carry a similar stock and en- 
abled them to sell their goods so that 
they too can realize something on 
every sale. The idea of our selling 
goods in this manner was partially, if 
not wholly, occasioned by the feeling 
of the electric contractors that they 
were not securing a square deal. This 
feeling has all been swept away by our 
new method, so that all hands are 
pushing toward the same goal, without 
any ill-feeling between them. If we 


should find ourselves competing with 


a contractor on a sale proposition, he 
knows absolutely what price we will 
quote. He also knows that if he loses 
out it is not because of any cut-throat 
methods, but simply because his sales- 
manship was not good enough to con- 
vince the customer. We are looked 
upon by the contractors as fair com- 
petitors. They realize that they have 
to compete against their brethren in 
the same business, but they do not 
necessarily feel bitter against them. 
There are places, however, where cut- 
price methods and selling at cost have 
been practiced, where the contractor 
looked upon the central station as a 
bitter enemy and as his natural prey. 

Without doubt, Selling Electricity 
has done much by its merchandise 
department to straighten the ideas 
entertained by some of the smaller 
stations, but the writer must confess 
that he is greatly surprised that so 
many stations need so much talking to 
before they can realize that the com- 
mercial department should be run the 
same as a mercantile house and that 
on that basis it can always be self- 
supporting. 
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Louisville to Have Central Station 
Steam Heating System 


Through the efforts of the Kentucky 
Electric Company, of Louisville, an 
ordinance has recently been introduced 
in the General Council of that city 
creating a franchise for the supply of 
steam heat in the central section of 
the city. These are the rates pro- 
vided in the ordinance: $1 per 1,000 
lbs. for less than 2,500 Ibs. of condensa- 
tion and 50 cents per 1,000 Ib. for 
excess. This is on a meter basis, the 
flat rate being based on the required 
condensation, not to exceed 40 cents 
per square foot for the heating season. 
The operating company is to give a 
discount of 10 per cent from the 
rates. 

The Kentucky Electric Company, 
in its petition for the passage of the 
franchise ordinance dwelt upon the 
fact that a great reduction in the 
smoke nuisance will result, and guar- 
anteed that in the manufacture of 
steam for heating purposes there 
would be no emission of smoke. A 
clause in the ordinance stipulates that 
in the event that smoke is discharged 
the franchise and bond shall be for- 
feited. 

The company circulated a petition 
in favor of the franchise among the 
business men of the city and secured 
250 names, including many prominent 
holders of real estate, office buildings, 
etc. It is probable that all private 
plants in the steam-heated district will 
be abandoned upon the completion of 
the new system, as the Board of Fire 
Underwriters has notified the mayor 
of the city that the elimination of 
private heating plants in the business 
district will be followed by a reduction 
in the fire insurance rates. 

It is stated by the Kentucky Elec- 
tric Company that the rates will be 
low enough to insure its being profit- 
able for operators of private plants to 
secure the central station service, the 
main reason for the installation of 
the heating system being to get the 
electric business that is at present 
being lost, owing to private plants 
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being kept in operation to supply heat. 
By the terms of the ordinance the 
franchise will be sold at public auction, 
the upset price being fixed at $500. 


New York Edison Opens School 


Commercial Men of Company to Receive Course 
of Instruction in Methods and Policy 

New York Edison Company has 
just opened a school of instruction for 
the men of the contract and inspection 
departments. Two hundred and fifty 
of the three hundred and twelve men 
engaged in that branch of the work are 
enrolled. 

School is held in the Edison Audi- 
torium each afternoon, except Fridays 
between 4 and 5:30 o’clock, on com- 
pany time. Regular courses of study 
have been prepared and a number of 
men of prominence have been engaged 
to lecture. 

There are four courses. The first 
course has to do with the elements of 
central station business getting. In- 
spection tours are planned to the sta- 
tions and typical sub-stations. There 
will be tours of inspection of the meter- 
testing laboratories, followed by a lec- 
ture on the principles and construction 
of watt meters and meter settings. 
There will also be discussions and lec- 
tures on the fundamental principles of 
electricity. 

Course two will deal with hygiene, 
health, and the elements of psychology. 
The basic principles of salesmanship 
and their relation to business building 
will be the scope of the third course. 
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High Schooi 
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In the advanced fourth class the 
lectures will all be given by men of the 
company. 

A certificate will be awarded to 
those who complete the course with 
credit. Prizes for excellence in schol- 
arship will also be given. 


Wiring Houses Cheaply at ‘oplin, Mo. 


The idea of the central station as- 
sisting customers in wiring their houses 
is becoming more and more popular, 
and is now in use in a great many parts 
of the country by lighting companies. 
The latest figures in this connection 
come from Joplin, Mo., where the 
Empire District Electric Company is 
wiring old houses at about 35 per cent 
less than the usual local cost of such 
work. 

The company will furnish and in- 
stall complete for $17.75, the wiring, 
the fixtures and the tungsten lamps 
for a_ five-room house, follows: 
Living room, one two-lamp fixture; 
dining room, one two-lamp fixture; 
bedroom, kitchen, bathroom and porch 
one lamp each. These may be paid 
for at the rate of $2.75 down, and 
$1.25 a month for twelve months. 
The charge for residence service is 8 
cents per kwh. for the first 25 kwh., 
and 5 cents thereafter. 

The campaign was carried on under 
the direction of J. E. Harsh, contract 
agent for the Empire District Electric 
Company, and embraced a_ district 
having a population of over 35,000 
people. 


as 


Nearly every city of any size now hasa domestic science department in the 


high school. 


The teachers in this department are nearly always very willing to 


arrange for a demonstration of electric heating apparatus and household electric- 


al devices. 


Incidentally a toaster and flatiron are usually “loaned” for the year 


by the central station with the understanding that it can be emphasized that these 


devices will be sent to any home on a month’s free trial. 

















The rapid strides that have been 
made in advertising are due partly to 
the fact that every advertising man is 
a crank on at least one phase of the 
business, according to Mr. L. D. Gibbs, 
of the Edison Electric Illuminating 
Company, of Boston, in a paper read 
before the recent convention of the 
Associated Advertising Clubs of Amer- 
ica, held in Boston. 

“Most of us are 


mild-mannered, 
harmless cranks,” 


said Mr. Gibbs, 





L. D. Gibbs 


Supt. of Advertising, Edison Electric Illuminating 
Co., Boston, Mass. 


“but the very fact that on some line 
we think our way is the best makes us 
ready to stick and defend our ideas. 
When we begin to defend we dig up 
the points from all sides and we are 
bound to improve our methods, we 
are certain to increase our own knowl- 
edge of the subject and the result is 
steady growth, for I know that, cranks 
though we may be, we want to improve 
our own work as well as that of our 
associates. 

“Electric sign advertising, of course, 
includes a marvelously wide field of 
activity. We can scarcely realize that 
what we now regard as feeble and in- 
effectual attempts to catch the eye 
with the little incandescent lamp were 
once samples of marvelous advance- 
ment in electric business-getting. I 


The Electric Sign in Advertising 


think we are quite likely to narrow the 
field of advertising by electric lights 
to signs with reading on them or with 
some peculiar flashing designs, but as 
a matter of fact everywhere a light 
glows we can find a call. The little 
light that burns over the doctor’s or 
the undertaker’s doorbell, the red 
lights burning in the theatres or the 
convention halls over the word ‘Exit,’ 
in drug stores, in front of police sta- 
tions, over fire alarm boxes and else- 
where, all carry a message. The little 
‘hash-house’ on a side street may have 
its sign ‘Cafe’ or ‘Lunch,’ or even may 
rise to the dignity of ‘Restaurant,’ 
but it is calling for business in its 
feeble way. 

“While [I have no actual figures 
upon which to base my deductions, as 
I have not been able to check my 
theories with so-called ‘results,’ I be- 
lieve that at least one form of adver- 
tising value of electric signs increases 
in geometrical progression as the cost 
of constructing the sign increases; 
that is power to attract attention. 
That means that a sign costing $10 
may be expected to attract the atten- 
tion of 40 people in a given time, while 
one costing $100 may be expected to 
attract the attention of 1600 people. 
This assumption, of course, is made 
with the understanding that both signs 
are displayed in localities frequented 
by a sufficient number of people to 
make the comparison fair. 

“This does not mean, however, that 
the 40 people in one case and the 1600 
in the other are attracted with sufh- 
cient power to bring sales but is simply 
my idea of what such signs can do in 
catching the eve. A man may easily 
be attracted by the light or the design 
of a sign and not carry the impression 
away with him of what the sign is for. 
“I do not believe that a sign costing 
$10 put in a locality that is large 
enough to make a $100 sign effective 
will have much, if any, commercial 
influence. It might possibly attract 


the commercialized attention of one 
$100 


person. The 


sign, 


however, 
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may be reasonably expected to exert 
a commercializing influence over at 
least 10 people. Above these costs, I 
believe the proportion of attention- 
compelling influence will increase in 
much greater proportion to the outlay. 
Above the $100 figure, I believe the 
advertiser gets the value of increased 
dignity of construction and design. 
He gets more pronounced detail; he 
gets better color schemes and more of 
them, and such signs are consequently 
more attention-compelling. 

“Another important point with the 
more expensive signs: they surround 
the commodity advertised with a cer- 
tain dignity; they give the product 
‘class.’ Expensive construction for 
signs to advertise cheap products is 
by no means a poor investment. Sev- 
eral kinds of beer and other liquid 
refreshments sell over the bar at very 
low prices but hundreds of thousands 
of dollars are spent in the construction 
of remarkably attractive signs to ad- 
vertise the delights of these bever- 
ages. 

“To my mind, the bigger the sign, 
if it holds to lines of dignity, the bigger 
must be not only its attention-com- 
pelling capacity but its selling capacity. 
The trouble with so many of our great 
signs today is they are too intricate; 
the designers have lost sight of the 
fact that to enable the mind to receive 
any lasting impression the object 
viewed must remain quiet for a second 
or two at least. This is the one criti- 
cism that may be made of several of 
the biggest and most fanciful signs in 
the country today. We must at no 
time forget that the simplest things are 
usually the most forceful. 

“The ordinary billboard sign, equip- 
ped with a single inexpensive hood 
reflector properly arranged to give 
complete illumination over the reading 
surface, has an attention-compelling 
and a commercializing value far in 
excess of the expectations of most 
people. It has a twofold advantage 
of being able to do full duty during 
daylight hours and then with the 
light reflecting upon it has remarkable 
attracting power during the night 
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hours. It would seem as though il- 
luminated signs of this kind, read easily 
in the daytime, and even more readily 
at night, would be utilized much more 
by national advertisers. Of course, 
the public lighting companies are glad 
to have the business that comes to 
them in the operation and lighting of 
the big novelty signs. They would be 
equally ready, however, to further the 
development of the ordinary illumi- 
nated bill-board sign business. It is a 
simple way of reaching the public 
at a time when they least expect it. 

“Few people realize today,” said 
Mr. Gibbs, in concluding, “‘what the 
illuminated sign advertising business 
has done to brighten our streets and 
turn our city nights into day. Every- 
where one turns are the lights—in 
windows, over doors, in the street 
lamps, in the signs extending over the 
sidewalks and in the great signs pro- 
jecting above the buildings into the 
heavens from the horizon of night. 
All these developments of our adver- 
tising ability are not only guiding 
people towards the markets of the 
world but they are leading them on 
their journeys through highways of 
commercial light.” 


A Remarkable Record 

Before the Sioux Falls Electric Light 
and Power Company, and the Sioux 
Falls Light & Power Company, both 
of Sioux Falls, S$. D., consolidated 
both of the companies were seriously 
threatened because of the strenuous 
competition between them. 

An enviable record for new business 
was made by the consolidated com- 
pany during the first six days of its 
operation. Contracts were secured for 
wiring 70 residences and 10 stores; 
four power installations, aggregating 
22 hp. in motors, were made; one 40- 
lamp sign was contracted for, and 83 
electric flatirons were disposed of. 

Taking into consideration the fact 
that the population of Sioux Falls is 
only 15,000, this record is remarkable, 
and one of which J. F. McGuire, new 
business manager for the company, 
may well be proud. 




















House Wiring as Merchandise 


The Story of a Campaign in Kansas City, Mo. 


The regular routine work of the 
central station salesman, day in and 
day out, is to get more business for the 
company, and that means very largely 
new contracts for lighting. The field 
is constantly being covered and in any 
city where the electric light and power 
company is awake and moving the 
salesman naturally feels that the 





When Your House 
is Wired 

you hardly know it is being done. Our, 
wiring men have become so expert in 
their business that they can now wire 
almost any old house without disturbing 
existing arrangements cr in any way 
marring the walls. The worl: 1s quickly 
and neatly done. The accompanying dia- 
gram,shows how skillfully the wires are 
fished” between partition: and under 
floors, to avoid making any holes in the 
plaster or injuring the woodwork. 

















25% Reduction in Cost of 
House Wiring 


and we guarantee the work to be first 
class in every particular. The wiring of 
the smallest cottage receives the same 
q skilful attention as that of the most 
q sumptuous home and in each instance 

° the price scheduled is extremely low 
You can take a full year to pay us, if 
you like, at so much per month withe 
cut interest. 














‘Telephone Be) Grand 50 or Home Main 
details of our special wiring offer 





8 

i | Phe Standard Electric Light Co. 
pe \ 713 Mianesets A cane. 

e = 


An ad that shows the simplicity and efficiency of 
modern methods of wiring. 


house-wiring contracts are being gath- 
ered in about as fast as they develop. 

Out of Kansas City, however, comes 
an interesting example of what can be 
accomplished when the decks are 
cleared and all hands unite to get that 
business. The sheer momentum seems 
to develop latent opportunities that, 
under ordinary conditions, would prob- 
ably have taken months and more to 
mature. 

About the first of last April the 
Kansas City Electric Light Company 
instituted a general movement among 
the 25 contractors who were members 
of the local association, to secure their 
co-operation in a campaign for house 
wiring. The response was prompt, 








and the officials of the 


association 
drafted a schedule of fixed prices for a 
standard construction, which the cen- 
tral station was authorized to advertise 


broadcast. The company agreed to 
pay the contractors for the work and 
to collect the cost of the installatiom 
from the consumer in a series of easy 
payments spread over twelve months, 
one-twelfth of the price being paid 
down when the contract was signed. 
The schedule was very comprehen- 
sive and allowed enough latitude to 
make the proposition applicable to all 
classes of homes. Flat rates were 
offered on installations ranging from 
5 outlets to 60 outlets and ranging in 
price from $19.81 to $303.40. Special 
classifications were made to cover knob 
and tube wiring and conduit work, 
and where single floors were to be 
taken up and relaid. Specific prices 


‘An’Electric Lighted Home 
stands out at night with cheeriness and 
glow. It has an inviting welcome its 
~ neighbors lack. — 
‘Those who use electric light appreciate the perfect J- 
Juntination, its convenience, Cleauliness and economy 
whe 2 
25% Reduction in cost of House 
Wiring. Effective July 27th 
We guarantee the work to be first class in every 
end assure the fairness of the price. Take 


a fall year to pay us, £ you like, at so much per 
month without interest 


The Standard Electric Light Co, 
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An ad that emphasizes the desirability of electricity. 


were quoted on fixtures and fittings, 
and all this entered into the contract 
as signed by the consumer. 

The city was divided into districts. 
The sales campaign itself was concen- 
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trated in one district at a time. At 
the same time, however, a continuous 
pressure from newspaper advertising 
was at work on public opinion all over 
the territory. Mr. C. F. Farley de- 
scribes the methods which were so 
successfully used: 

“We detailed four solicitors on this 
special work and made a_house-to- 
house canvass of the entire city,” he 
said, “mailing a small booklet (en- 
titled **Your House Wired for Elec- 
tricity’’) into a district about five days 
before the solicitor called. We were 
also able to secure the active and very 
effective co-operation of the druggists, 
through offering them a bounty of 
$5 for each contract for old-house 
wiring, which they could assist us to 
secure. We provided three  photo- 
graphs, taken in a Kansas City resi- 
dence, and showing the process of 
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bassin 


The billboard street car that helped the Kansas 
City salesmen. 


wiring, which were enlarged, framed, 
and displayed on electrically-lighted 
easels in the drug stores, throughout 
the residence districts.* There were 
receptacles on these easels containing 
house-wiring literature, and the drug- 
gist himself saw that it got into the 
right hands. Through this medium 
we secured from 12 to 15 live prospects 
for house wiring every week. 

“We also used a ‘billboard street car,’ 
which was brilliantly illuminated with 
30-100 watt Mazda lamps. This street 
car was always routed through the 
district in which the solicitors were 
working. In other words, outside of 

*These pictures appear on pages 4 and 5 of the Home 


Equipment Number of “Electrical Progress” bound into 
this magazine. 
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the newspaper advertising, we concen- 
trated all our efforts right where it 
would be of immediate value to the 
men on the firing line.” 

The campaign ran throughout the 
vear, and by the middle of November, 
when the business began to slacken 
down as the Christmas shopping sea- 
son commenced, the company had 
secured over 300 contracts for wiring 
already-built houses at an average 
cost of $47 per house. During the 
same period the contractors had _ re- 
ported orders for similar installations 
in 250 houses, secured as a result of 
their participation in the campaign. 
Contracts were still coming into the 
company’s office at the rate of about 
18 houses a week. 

And this has happened in a live and 
prosperous city where the benefits of 
electric service were surely not un- 
known, since the central station had 
been aggressively advertising and sell- 
ing for years. It is a pertinent exam- 
ple of how the moss will sometimes 
grow in spite of traffic. But such a 
well-organized effort will produce 
equally profitable results in any city 
where the electric light company and 
the contractors will join hands and 
“oo after the business.” 


Steel Trust Buys 1,000 Hp. From Cen- 
tral Station 
The Carnegie Steel Company has 
contracted with the Allegheny County 
Light Company of Pittsburg for 1,000 
hp. for use in its Painter mill. The 
power will be used to drive punches, 
shearing machines, straightening rolls, 
and auxiliary machinery. 


Alex. Campbell to Manage Syndicate 

The United States Electric Light 
and Power Company, a_ syndicate 
organized by A. M. Young, will take 
over the gas, water, and electric light 
holdings of the New York, New Haven 
and Hartford Railroad under a lease 
arrangement extending 994 years. Alex. 
Campbell, well known in the industry 
as manager of the New London Gas 
and Electric Company, will be general 
manager of the properties. 
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PROCLAMATION OF CO-OPERA- 
TION 

Of the mass of holiday greetings and 
good wishes distributed so generally 
in the industry, none, we think, con- 
tains a better expression than that 
issued by the Engineering Department 
of the National Electric Lamp Asso- 
ciation. While the New Year is 
already old and most of the good re- 
solves are already serving their pre- 
destined purpose as paving material 
for the side streets of Gehenna, it is 
worth while to reprint this proclama- 
tion as expressing the real spirit of all 
good electrical men: 


Another milestone has been passed 
and again we stand on the borderland 
of a new year,—a year whose possibil- 
ities, at this close range, seem greater 
than ever before. We desire, not to 
follow the mandates of a new resolve, 
but to serve anew the old ideal,—co- 
operation; to parallel our forces with 
those about us, keeping in step with each 
other and in pace with the times,—co- 
operation. This is our aim. 

Destructive competition, wasted op- 
position are the methods of a yesterday 
long gone by; today we work together 
for the good of all and the undoing of 
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none. The world is large and there is 
room for all to thrive. Shoulder to 
shoulder with our friends of the great 
electrical fraternity we cannot but pro- 
gress onward and upward. May the 
new year find us adhering more closely 
than ever to these principles in our deal- 
ings one with another and with the 
business world at large. 


SELF-SUPPORT 

Ten years ago new-business depart- 
ments were looked upon as a new form 
of extravagance. They were—but not 
for the reasons generally ascribed. 

One idea behind the early commer- 
cialism was that a contract represents 
future as well as immediate business, 
and that the salesman is entitled to 
credit for the first year’s income at 
least. This was logical, but it put a 
premium upon optimism and not a 
few new-business departments were 
wrecked upon the rock of 
expectations. The more conservative 
managements found that their sales 
forces were claiming credit for con- 
tracts which did not last; that every- 
thing possible was credited as “new” 
business, whether actually new or 
simply a change of address or the 


absurd 


form of consumption. 

Little discredit can be placed upon 
the commercial men for this; such men 
must be optimists, and they look 
always upon the brighter side of 
things. If there is no bright side they 
are tempted to polish one side to suit 
their needs. This is simply a form of 
the hope which springs eternal. They 
require guidance, not censure. 

At a National Electric Light Con- 
vention, some five or six years back, 
it was suggested that a way to make 
commercial departments successful 
was to spend in new-business getting 
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the profits which should logically be 
earned from appliance sales. The idea 
was laughed at; neither the commer- 
cial men nor their critics, the anti- 
commercial element, would agree that 
there was any merit in the plan. 
Everybody said, “You can’t get any 
profit out of appliances. Sell ’em at 
cost and they will increase your load. 
That’s where the profits lie.”” So most 
commercial departments even yet are 
guided by that policy and in many 
companies are still looked upon as an 
expense. Appliances are 

cost”—which means at a loss 


sold “at 
and the 
“profit” is in the consumption. 





It is encouraging, however, to learn 
that at least one new-business depart- 
ment is self-supporting in the way 
suggested by the editor of this paper 
in Atlantic City. It has taken a long 
time to justify the idea, but the story 
in this issue of Elmira, N. Y., is a 
story that can be duplicated anywhere 
that the new-business policy is formu- 
lated upon an actual business basis. 

There is another side to this ques- 
tion, however, and of that we will tell 
more fully at some future date. It is 
that the expected profits from the 
consumption of appliances sold “at 
cost” materialize. 
In a certain middle west city, for 
example, much pride was taken from 
the fact that over 600 flatirons had 
been put on circuit. 
record for the 


sometimes fail to 


This was a fine 
who made the 
profitless sales, for it represented a 
monthly consumption of some 4500 
kilowatt hours. 


man 


But an analysis of 
the plant conditions showed that this 
loss was thrown on in a lump on Tues- 
day mornings, necessitating the start- 
ing of a special machine. From which 
it appears that the company suffered 
two losses—both of which have been 
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charged to the uncommercial commer- 
cialism, but which really are charge- 
able to mistaken policy and lack of 
stern guidance in the soliciting of new 
business. 

It is high time that a more practical 
view be taken of appliance policy. 
If one central station can support an 
aggressive commercial department on 
appliance profits, the manager who 
lets prejudice stand in his way of doing 
the same is not giving his stockholders 
the service they have a right to expect. 
If one plant finds that it is losing 
heavily upon the current supplied to 
flatirons which were “forced”? on its 
customers the manager who is plan- 
ning a similar coup will do well to 
think twice. Central station com- 
mercialism is a question neither of the 
central station nor of the commer- 
cialism, but both. The industry can 
use a few more managers who will get 
far enough away both from the plant 
and the profit sheet to formulate a 
real commercial policy. 


A NEW WAY TO “KEEP UP” 


How many men read one-half of the 
admittedly valuable material in the 
few magazines to which they subscribe? 

The recent announcement that the 
Commercial Section is at work on the 
preparation of a General Index will 
be welcomed with enthusiasm. Con- 
taining abstracts of all the useful 
articles appearing either in the elec- 
trical journals or before our associa- 
tions, it promises a practical means 
of “keeping up” with all the best 
thought of the times. The index will 
make it possible for the salesman to 
limit his personal subscriptions to 
those periodicals specializing in his 
own field and still not lose the good 
things that appear elsewhere. 























ELECTRICAL MERCHANDISE 


A Department of Suggestions for Men Who Sell 
Current Consuming Appliances and Accessories 





N enormous popular market for electric 
appliances and fittings stands awaiting the 
contractors, the supply dealers and the 

central stations who will study and utilize the 
experience of the successful merchants in other 
fields. It is the aim of this —— to suggest 
and apply such proven methods for the upbuilding 
of this retail business in electrical merchandise— 


not by indefinite theory or destructive criticism 
but by helpful, practical, constructive ideas for 
displaying and selling in the Electric Store. Con- 
tributions and communications of interest to this 
department will be gladly received. Address, 
Manager of Merchandise Department, SELLING 
ELECTRICITY, No, 17 Madison Avenue, New 
York City, N. Y. Telephone: Madison Square 7629 
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Who Will Be the Electrical Merchant? 


By Frank B. Rag, Jr. 


Electrical contractors and supply 
dealers used to complain a few years 
ago that the central stations would not 
permit them to make a living out of 
appliances. The lighting companies 
sold at cost or less, appliances upon 
which the contractor had to make at 
least twenty per cent. Today, the 
tendency is for the central stations to 
get out of the appliance field, but the 
contractors, with curious perversity, 
now hesitate to grasp the opportunity 
which they used to claim as a right. 

So the question arises: Who will be 
the electrical merchant? 

If either the contractor or supply 
dealer wants this profitable business, 
he must go after it—immediately and 
with both intelligence and foresight. 
If he does not want it, the central sta- 
tion must take such measures as may 
be necessary to protect the public 
against those who would exploit dan- 
gerous or short-lived appliances. 

In many localities the department 
store is already in the field, with the 
hardware man, the house furnishing 
goods man, and even jewelers and 
druggists handling certain specialties. 
Some manufacturers of appliances are 
finding an outlet through house-to- 
house peddlers such as the sewing- 





machine agent and the irresponsible 
commission salesman. The field is 
today being trespassed by a number of 
people who have neither the intelli- 
gence nor the right to deal in these 
specialties—but they are in the field 
because the contractors and the sup- 
ply dealers are not alive to insistent 
opportunities and will not themselves 
occupy the field with a solid merchan- 
dising policy. 

The situation is not new. In many 
other lines of trade, the business has 
been lost to the regular merchant in 
the line because he would not assume 
leadership. The manufacturers could 
not afford to wait upon his tardy 
decision and were compelled to open 
new channels of trade. In a recent 
issue of The Hardware Reporter the 
subject, as applied to the hardware 
industry, receives editorial attention 
and the basic arguments there pre- 
sented the electrical contractor and 
supply dealer may well consider as 
applying to himself :— 

“The hardware merchant complains of his 
lessening opportunities. He loudly magnifies 
his troubles. He neglects small things and 
small sales. The hardware merchant had the 


opportunity to build up a business on small 
house-furnishing goods in connection with his 
hardware trade, but he allowed it to slip through 
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his fingers. He was interested only in the sale 
of big things. He allows the 5- and 10-cent 
store, the drug store, and the department store 
to encroach upon his line of goods, especially in 
the sale of small items. 

“A successful retail merchant who called on 
us recently confessed that he would not buy 
safety razors until they had been on the market 
two years. In the meantime, he said, the 
safety razor business was started by the drug 
stores in his town.” 


Today, the manufacturers of heat- 
ing appliances, suction cleaners, wash- 
ing machines, and other household 
labor-savers find it almost impossible 
to find a market for their wares through 
the admittedly logical channels—the 
contractors and supply dealers. The 
same holds true with respect to dozens 
of lesser electrical specialties upon 
which the margin of profit is good and 
the market easy of development if the 
goods are displayed and pushed with 
ordinary merchandising intelligence. 

Those manufacturers will find their 
market somehow. They have de- 
signed appliances which people want. 
The goods are available. The market 
waits." The only question is: Who 
will be the electrical merchant to 
handle them? 
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Tell Your Story in the Window 

Everybody agrees that a display 
window is valuable advertising space. 
Nobody argues against its intelligent 
use—nobody denies that goods prop- 
erly displayed will practically sell 
themselves—nobody denies that the 
dressing of a window is worth more 
than it costs many times over. 

But, somehow or other, electrical 
merchants continue to neglect the 
opportunity of their display window, 
filling it full of knife switches, fuse 
blocks, instruments, porcelain cleats, 
and junk, which nobody ever buys 
except in connection with a wiring 
contract and which nobody knows 
anything about except experienced 
wiremen. This is a serious arraign- 
ment, but, generally speaking, a true 
one. 

All rules are proved by the exception. 
A brilliant exception to the general 
criticism of electrical display windows 
is pictured herewith—a window 


dressed for the Christmas trade by the 


Public Service Electric Co. of Newark, 
N.J. It is well worth a deal of study, 
for it is instinct with salesmanship and 


A display window that does everything but wrap up the parcels and collect the money. 
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complies with every tenet of the art of 
good window-dressing. 

Only one appliance is displayed. 
That, in itself, is an advantage when 
we deal with appliances which are 
little understood by the masses and 
which require careful explanation and 
demonstration. The appliance, in this 
case, is a Westinghouse toaster-stove, 
and the display is designed to show 
both the methods of its use and the 
advantages. 

The toaster-stove has a wide field of 
usefulness: it may be used for making 
toast, for cooking flapjacks, for pop- 
ping corn, and for heating liquids con- 
tained in flat-bottomed utensils. Each 
of these uses is demonstrated by a 
“Campbell Kid” doll almost as large 
as a two-year-old child. The dolls are 
seated upon stools in front of which 
are pedestals holding the toaster-stoves. 
In each case the cooking operation is 
demonstrated by real food—flapjacks 
on one stove, corn on another, etc. 


The expectant, smiling “kids” carry 
out the idea of satisfaction and plea- 
sure in the operation of the devices. 
Cards bearing a short explanation in 
rhyme are placed prominently beside 


all the figures. An extra set of the 
stoves with the toasting screen, griddle, 
and other equipment ranged alongside 
are placed upon the floor. 

This is a window that sold goods. 
It did more: it completely demon- 
strated to every passer-by who paused 
to look the general utility, ease of 
operation, and obvious practical use- 
fulness of the appliance shown. Hun- 
dreds of people who did not buy at 
once were nevertheless convinced that 
the toaster-stove is something worth 
while—something to be earnestly de- 
sired. It is well known that many 
people hesitate through shyness or for 
fear of too insistent sales solicitation 
to enter a display room and ask for 
information. In a department store 
these same people will ask questions, 
carry away samples, and in general 
earn the name of being “nibblers” 
when a demonstration of a new type of 
cook stove or foodstuff is offered, but 
to enter a salesroom and ask questions 
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is too great a tax upon their courage. 
A demonstration of this sort makes 
personal salesmanship unnecessary. 
Both central stations and supply 
dealers will do well to study this dis- 
play. It contains more than a hint— 
it is a pretty complete guide to window 
trimming. It utilizes the same princi- 
ples that must be a part of every suc- 
cessful window, and that means every 
window that is an active sales inducer. 


Electric Drying Case for Printers 


Mr. A. T. MacDonald, General 
Sales Manager of the Louisville (Ky.) 
Lighting Company, has discovered a 
new application for electric heat. In 
the print shop where that company’s 
house organ Chained Lightning is 
printed, they suffered, as all printers 
do, from “‘offsetting’”’ where rush jobs 
were held up by damp weather pre- 
venting the ink from drying as it 
should. Mr. MacDonald suggested a 
drying cabinet to lay the sheets in, 
where the saving of time is the domi- 
nant factor. They have built up a 
heater in a case 5 feet deep and 8 feet 
wide and with many shelves composed 
of light wood slate. The heater is in 
the bottom and it is found that drying 
processes that usually consume 24 
hours can now be accomplished in from 
30 to 60 minutes. On rush jobs, the 
sheets are lifted from the press and 
slid into the heater, 25 sheets or less 
on a rack, and the printer is establish- 
ing a record for quick delivery that is 
bringing him many new customers. 


Hurley’s New Washer 


The Hurley Machine Company of 
Chicago recently placed upon the 
market a new “dolly” type of motor- 
driven washer, which is sold under the 
trade name, “Red Electric.” All of 
the gearing and operating mechanism 
is mounted under the tub upon a metal 
platform and is so designed that the 
machine is entirely free from any 
moving parts to interfere with the 
operator. An attractive folder, de- 
scriptive of the “Red Electric,” is 
being distributed. 
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Boomerang Rules 


A central station, in an Ohio city, 
recently prepared a poster bearing a 
series of “Suggestions For Better Elec- 
trical Service,” which were sent out to 
all consumers, with the request that 
they be pasted on the inside of the 
fuse cabinet door. The idea behind 
these suggestions was to safeguard 
the public against the dangers of care- 
lessness and ignorance of the fire risk 
in taking liberties with their wiring. 
The idea was sound and good, but, 
through unthoughtful handling the 
result was a broadside fairly bristling 
with “‘Don’ts” and “Nevers.” If he 
took the warnings seriously, the aver- 
age person reading them would marvel 
how he had ever succeeded in liv- 
ing unharmed in the midst of such 
jeopardy. 

The sheet was a mass of scare head- 
lines, each apparently sounding a sol- 
emn warning of imminent peril. Here 
are a few of them:— 


NEVER ALLOW AN ELECTRICAL CIR- 
CUIT TO BE OVERLOADED 

A small wire will not safely carry as much 
current as a large one. If loaded beyond its 
proper capacity, the insulation is impaired, 
permitting leakage of current, and thus intro- 
ducing needless expense, as well as fire risk. 

Feeders supplying circuit cut-outs, motors, 
etc., should be carefully proportioned by a com- 
petent electrician and should never thereafter 
be overloaded. Do not add lights or other 
apparatus to present wiring equipment without 
having its safe capacity investigated. 

NEVER ALLOW AN ELECTRICAL CIR- 
CUIT OR ANY ELECTRICAL APPARA- 
TUS TO BE OVERFUSED 

Fuses are, in most cases, your only protection 
against serious trouble. Where properly used, 
they are a thoroughly reliable safeguard, but 
they must be intelligently proportioned to the 
apparatus they are intended to protect. See 
that they are so installed and so maintained, 
otherwise there will be no protection. 

Never put in a larger fuse because a smaller 
one blows or you may have to renew something 
much more expensive than the fuses. 

AVOID HANDLING ANY METAL SOCKET 
WHILE STANDING ON A CONDUCTING 
SURFACE, SUCH AS A CEMENT, TILE OR 
DAMP WOODEN FLOOR, OR IN A BATH 
TUB, OR WHILE TOUCHING ANY PLUMB- 
ING OR BATHROOM FIXTURE, RADIA- 
TOR OR OTHER METALLIC PIPING 
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Touch only the insulating key of socket under 
such circumstances, and if possible have porce- 
lain socket installed instead of metal. 

DO NOT HANG LAMP CORDS OVER 
NAILS, GAS FIXTURES, SHAFTING, OR 
OTHER CONDUCTORS 
The fine strands of copper used in flexible 
lamp cord are very easily broken, and when 
broken soon puncture the thin rubber insulation, 
and cause trouble. If lamps are not in proper 
location, report the matter and have them 

shifted by an electrician. 

DO NOT USE PAPER SHADES OR OTHER 

COMBUSTIBLE MATERIAL IN CONTACT 
WITH OR CLOSE TO LAMP BULB 


An ordinary incandescent lamp generates a 
surprising amount of heat, One left hanging 
against a 7-8-inch wooden partition has been 
known to burn its way completely through in 
one night. 

DO NOT CARRY LAMPS FROM PLACE TO 
PLACE ABOUT THE PREMISES UNLESS 
THEY ARE EQUIPPED WITH SPECIAL 
“PORTABLE” CORD AND WIRE GUARD 


The ordinary twisted lamp cord is meant only 
for use as a pendant, hanging free in air from 
ceiling, and is not designed to stand the wear to 
which a portable is subjected. 


Other injunctions were headed: 


KEEP DOOR OF FUSE CABINET CLOSED 
AND LATCHED 


KEEP ELECTRICAL CABINETS CLEAN 
DO NOT ALLOW WIRES TO BE HANDLED 
OR OTHERWISE INTERFERED WITH 


PAPER, CLOTH, OR OTHER INFLAMMA- 
BLE MATERIALS SHOULD NEVER BE 
ATTACHED TO WIRES OR LAMP CORDS 


DO NOT REPLACE FUSE IN CASE OF 
ACCIDENT, REPORT THE TROUBLE AND 
HAVE THE CAUSE LOCATED 


HAVE ALL ELECTRICAL WORK AND 
REPAIRS DONE BY A FULLY COMPE- 
TENT AND RELIABLE ELECTRICIAN 


NO WIRES NOR ELECTRICAL APPARA- 
TUS SHOULD BE CHANGED WITHOUT 
THE APPROVAL OF THE INSPECTOR 


INSPECT YOUR OWN ELECTRICAL 

EQUIPMENT OCCASIONALLY, AND 

REPORT AT ONCE ANY SUSPECTED 

HAZARDOUS CONDITIONS OF WIR- 
ING OR APPARATUS 


Each rule began with a scare head and 
carried a warning of impending evil. 
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Now, everyone of these suggestions 
is pertinent and reasonable in its 
intent, but no central station or con- 
tractor can afford to forget for one 
minute that the average citizen is 
afraid of electricity. The idea of an 
electric shock, even from a lamp socket, 
immediately calls up stories of line- 
men killed on the pole, of are lamp 
trimmers shocked to death, of the 
third rail, and the electric chair. 
Electricity is a dangerous mystery to 
them, and they are timid. 

Better let them be timid than care- 
less—true! But why either? And 
obviously to let a non-consumer read 
over such an array of warnings is 
enough to scare him forever beyond 
the ranks of prospective customers. 

Tell a man to “avoid handling any 
metal socket while touching a radia- 
tor, or any metallic piping” and his 
electric fixtures immediately assume 
a sinister character that will stand in 
the way of close familiarity. “If I 
can’t touch a fixture socket without 
danger of shock,” he reasons, “‘this is 
no sort of thing to have around chil- 
dren.” On the other hand, to the 
present consumer, who has been hand- 
ling socket keys for years, this rule 
sounds ridiculous, and it throws all 
the rest into disrepute. Tell a man 
who has been using portables or heat- 
ing devices connected by lamp cord, 
that lamp cord is only meant for drop 
lights and he isn’t liable to pay much 
attention to the injunctions against 
overfusing and amateur wiring. 

The danger from makeshift wiring 
by the janitor, the “handy man” and 
the “bright boy” is a serious one, and 
every contractor and central station 
can well afford to make active efforts 
to warn the public against it. It is 
ten times harder to overcome the in- 
fluence of a fire known to have been 
caused by electric wiring, than to 
develop ten customers in ordinary 
times. The idea of a plain, attract- 
ive, easy-to-read card of suggestions, 
to be posted up beside the fuse cabi- 
net, is a good one, but it must not be 
twisted into the shape of a boomerang. 

It isn’t necessary to talk to the 
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Keep Abreast 


With the Times 
WILLIAMSON’S 


New Idea 
Compodura Fixtures 


Pleasing to the Eye 
Bring De-Light 


No. D6459 


At your request we will mail, postage paid, 
Photo Prints, comprising a complete, salable 
line, of special designs for semi and indirect 
Compodura Bowl lighting, single or more units, 
adaptable for any situation. 


Have you received a copy of our No. 17 
catalog, sent free to dealers only ? 


R. Williamson & Co. 


Makers of 
Electric and Combination Fixtures and Art Glass Shades 


Supply Depot for é 
everything pertaining to the lighting industry 


Washington and Jefferson Sts. Chicago, II. 
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consumer about the danger of over- 
loading or overfusing circuits. Simply 
warn him against “monkeying” with 
the system. If he overloads a circuit, 
the fuse will give ample protection, 
and the contractor can provide a few 
extra fuse plugs of proper amperage, 
for emergencies, where desired. Warn 
the consumer against amateur wiring, 
against paper shades and, for example, 
against connecting a large radiator to 
a lamp socket; but beyond that raise 
no fears. Don’t threaten him with 
fire and destruction; rather say, ““Don’t 
do these obviously foolish things, and 
if anything seems wrong, ask us.” 
That’s the note to sound. Paste up the 
poster but make conspicuous your ad- 
dress and telephone number, and a 
cordial invitation to ask questions. It 
pays to do all you can for the guidance 
of the consumer, but such forebodings 
as the rules quoted above are more 
fitted for the encouragement of heart 
failure, than to impress the public with 
your willingness to serve. 
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Everson—his cleaner 


A Word to the Salesman: You don’t have 
to talk away the bad points with the 


New Everson. Its lightness, power, ap- 
pearance and price have the sale three- 
quarters made before you say a word. 
Our Booklet is wrapped and stamped— 
your name, please. 


Everson Manufacturing Company 
271 Franklin Street, Boston, Mass. 
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The ‘‘Adaptibox’”’ 
An Aid to Good Service 


The greatest of all advertisements 
is good service, and good service for 
the contractor no less than the central 
station means everything that the two 
words imply. It is wisdom, therefore, 
for the contractor to look upon every 
new wiring device that appears with 


Fiy. 1 


an eye to its influence on good service 
as well as its practical application to 
the work of the wireman. 

It seems as though the ingeniousness 
of our present-day equipment for in- 
stalling electric wiring had accom- 
plished about every short-cut and 
convenience that could be expected, 
but still the constant procession of 
newer and more helpful devices con- 
tinues. The Bonnel Manufacturing 
Company of Cleveland, Ohio, has just 


Fig. 2 


perfected a new system of sectional 
outlet and junction boxes with inter- 
changeable parts that afford practi- 
cally unlimited flexibility. The unit 
has been given the appropriate name 
of ADAPTiBOX. 

The ADAPTiBOX is a cast iron 
conduit fitting made up of six parts. 
The base (Figure 1) is simply a casting 
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with four supports which hold both 
the side plates and the cover, so that 
an assembled ADAPTiBOX is as 
solid as a single piece of iron. The 
side plates (Figure 2) are of five types, 
and all interchangeable, so as to pro- 
vide for any possible combination. 
There is a blank side plate, an insulat- 
ing side plate with two outlets and a 


Fig. 3 


knockout, a side plate containing a lug 
for rigid conduit, a side plate with a 
lug for armored cable and an angle lug. 
These plates are attached to the base 
by means of screws and it is the work 
of only a moment to detach or attach 
them. All threads are carefully cut 


Fig. 4 


and tested before they leave the fac- 
tory. The covers (Figure 3) are of 16 
different types, embracing every need 
which might arise in standard con- 
struction, including receptacles, ro- 
settes, plug receptacles, ete. 

The manufacturer claims that more 
combinations can be made from a set 
of ADAPTiBOX parts than is possible 
with any other type of equipment, so 
that the contractor need carry only a 
small stock of parts to be ready for 
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VACUUM 
SWEEPERS 


ON A 
PRACTICAL BASIS 


The PREMIER sales plan was 
designed by a central station man to 
meet practical central station condi- 
tions. It is the only plan for selling 
these machines that has so far re- 
ceived the endorsement of the light- 
ing industry. We ask the privilege 
of making you acquainted with this 
plan. 


PREMIER 


AUTOMATIC SWEEPER 


is mechanically, electrically, and 
practically the best machine on the 
market. The machine itself will 
prove this statement. But our main 
argument is that we have the best 
sales plan ever devised—a plan that 
means putting another current-con- 
suming device in every home on 
your circuits. That is what interests 
you. Write for details. 


Premier Vacuum Cleaner Co. 
Power Avenue, Cor. 12th Street, 


CLEVELAND, OHIO 
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E have evolveda plan 

which every Central 
Station and Contractor, 
every Lamp Dealer in the 
country should welcome as 
a practical aid in stimulat- 
ing the demand for better 
lighting. 


We Sell TO You 
We Sell FOR You 


We relieve you of expense; 
we relieve you of the work of 
preparing eleborate selling 
campaigns; we place at your 
disposal the best thought of 
specialists in the prepara- 
tion of sales-propelling 
propaganda. 


We will be glad to give you 
full details of our plan for 
co-operating with you, in 
your efforts to increase the 
consumption of electricity 
through lighting. Where 
this plan has been applied 
the business has increased 
very rapidly. 


Let us help you. Write to- 
day for data. 


STE SING 


Warren, Ohio 
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any emergency. The box is handy to 
work with; it is not only roomy and 
flexible, but each unit is accurately 
made and every part fits, so that much 
valuable time is saved on the job. 
The assembling can be done in the 
shop. by the boy, in most cases, but 
when the “hitch” comes, any ADAPT- 
iBOX can be changed over in two 
minutes on the job to fit any possible 
conduit combination. This remark- 
able adaptability is best illustrated 
by the accompanying cuts, showing 
a combination of angle lugs (Figure 4); 
a large ADAPTiBOX with rigid con- 
duit lugs ranging from four inches to 
one-half inch (Figure 5); a junction 
between rigid and armored conduit 
(Figure 6). These pictures will sug- 
gest to the wireman a variety of simi- 
lar combinations, each of them making 
it possible to do a cleaner, faster, bet- 
ter, and more profitable job. 


Conditioning Silk by Electricity 

Electrically heated ovens for condi- 
tioning silk are now in use in Zurich, 
Switzerland, as well as in the labora- 
tory of the United States Conditioning 
and Testing Company, of New York 
City, the latter place having four such 
ovens, each pair being supplied with 
heated air from a heater containing 
four circuits of resistance coils. These 
are controlled from a switchboard near 
the ovens, by means of which the 
proper temperature is obtained. 

The dry character of the air and the 
absence of production of combustion 
when compared with gas, are the ad- 
vantages in using electricity. The dis- 
advantage lies in the high cost of elec- 
tricity, but this is largely overcome by 
the use of an arrangement which dries 
four samples, instead of one. 


A Versatile Vehicle Sign 
An interesting electric sign has just 
been erected in Newark, N. J., at the 
busy corner of Broad and Market 
streets. The pictures tell the story 

better than any word description. 
The sign stands on the roof of a 
prominently located building, several 
stories up, and is viewed nightly by 
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tens of thousands of people, to the 
mutual benefit of the central station, 
and the manufacturers and dealers in 
electric vehicles. 

The accompanying illustration was 


reproduced from three night 
graphs of the three successive phases 














First of All 


Reliability 


Corinthian Standard 


Patented 
Our factory and the various departments are 
all separate and distinct from one another. 


The Lamp Standard Department has just 
moved into its new fireproof buildings covering 
Six acres. 


We have a maximum of sunlight and good will, 
good cheer is radiated on all sides. 


The Corinthian Standard is made among ideal 
conditions. 


It is the ideal of Lamp Post perfection. 
NOW YOU KNOW. 


Flour City Ornamental Iron Works 


Minneapolis, Minnesota 


























ELecTrrRicAL MERCHANDISE 


ya naked enteral al 


peau ty” 
Electric Irons 


GUARANTEED FOR THREE YEARS 


The best way for you to begin to 
frnd out that they are the irons for 
you to sell to the rest le) item is to take 
one apart and see its simplicity. 
Then use it yourself or have you! 
wife use it and see its efficiency. 
We'll show you the profit you can 
make selling them and how to 
sell them. 

The way to convince yourself 
fully that they are-the best irons 
for you to sell is to sell them. 


American Electrical Heater Company 
DETROIT, MICHIGAN U.S.A 
Oldest and Largest Makers 


AMERICAN 
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of the sign. First appears a represen- 
tation of a pleasure vehicle, a lady’s 
phaeton, then the sign flashes dark 
and comes on again showing the de- 
livery wagon, then off it goes again, 
and the third change is a picture of a 
heavy truck, with the driver in his 
seat and plenty of action. In each 
picture the wheels revolve and the 
dust flies, while all the time a “talking 
sign” below is featuring various argu- 
ments pertinent to the vehicle that is 
displayed on the big sign above. 

The sign was built and erected by 
the Newark Sign Co., local manufac- 
turers, who have recently entered the 
wider field of electric sign building. 


Billboard Reflectors of a New 
Type 

A new type of billboard reflector 
has been introduced by the Reynolds 
Electric Flasher Manufacturing Com- 
pany, which seems to offer some par- 
ticular advantages for this class of 
service. The reflector, as shown in 
the illustration, is of a general cone 
shape and octagonal, which causes the 
light to be evenly distributed to every 
point. The interior of the reflector is 


lined with mirror glass, forming a 
reflector of a very high efficiency. 
This mirror lining is also of great ad- 
vantage in that its smooth surface 
does not become covered with dust 
and soot, as sometimes happens with 
a rougher finish, and when the glass is 
wiped off with a piece of cloth or 
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waste as the lamp is renewed, it is as 
bright as when new. 

Modern high efficiency and low 
voltage lamps are opening up a very 
promising future for the electric lighted 
billboard, and the new Reynolds Reflec- 
tor seems to offer many advantages. 


Cities That Have Profited by 
Decorative Street Lighting 
A Good Argument in Talking to the Merchant 


Bettering the 


Ornamental lamp-posts, with Mazda 
lamps in diffusing globes, have been 


installed with great success in 


Aberdeen, S. D. 
Albert Lea, Minn. 
Altoona, Pa. 
Atlanta, Ga. 
Aurora, Il. 

Beloit, Wis. 
Billings, Mont. 
Boston, Mass. 
Buffalo, N. Y. 
Champaign, IIl. 
Chicago, Ill. 
Cheyenne, Wyo. 
Columbus, Ind. 
Columbus, Ohio 
Davenport, Ia. 
Dayton, Ohio 
Decatur, Ill. 

Des Moines, Ia. 
Duluth, Minn. 
East Pittsburgh, Pa. 
Enid, Okla. 
Evansville, Ind. 
Faribault, Minn. 
Fort Atkinson, Wis. 
Fort Dodge, Kan. 
Fort Wayne, Ind. 
Fort William, Ont. 
Gary, Ind. 

Grand Forks, N. D. 


Grand Rapids, Mich. 


Grass Point, Mich. 
Great Falls, Mont. 
Grinnell, Ia. 
Hamilton, Ont. 
Hannibal, Mo. 
Hoopeston, Ill. 
Houston, Tex. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Joliet, Ill. 
Kokomo, Ind. 
Lansing, Mich. 
Lincoln, Neb. 

Los Angeles, Cal. 
Macon, Ga. 
Milwaukee, Wis. 
Minneapolis, Minn. 
Mishwauk, Ind. 
Mobile, Ala. 


Montgomery, Ala. 
Mt. Clemens, Mich. 
Nashville, Tenn. 
Nashwauk, Minn. 
Newark, Ohio 

New York City 
New York, N. Y. 


North Yakima, Wash. 


Oakland, Cal. 


Oklahoma City, Okla. 


Omaha, Neb. 
Oskaloosa, Ia. 
Ottawa, Ont. 
Ottumwa, Ia. 
Pasadena, Cal. 
Peoria, Ill. 

Peru, Ill. 

Phoenix, Ariz. 
Portland, Ore. 
Racine, Wis. 
Richmond, Va. 
Rockford. Ill. 

Salt Lake City, Utah 
San Antonio, Tex. 
Sandusky, Ohio 
San Diego, Cal. 
San Francisco, Cal. 
Savannah, Ga. 
Schenectady, N. Y. 
Seattle, Wash. 
Seneca Falls, N. Y. 
Shawnee, Okla. 
Sioux Falls, Ia. 
South Bend, Ind. 
Spencer, Ia. 
Spokane, Wash. 
Springfield, Ill. 
Superior, Wis. 
Syracuse, N. Y. 
Tacoma, Wash. 
Terra Haute, Ind. 
Urbana, IIl. 
Vancouver, B. C. 
Victoria, B. C. 
Virginis, Minn. 
Warren, Ohio. 
Washington, D.C. 
Wausau, Wis. 
Winterset, Ia. 








Banner Lamp 


The Banner Lamp is Better 
because the facilities of the largest 
and best equipped development 
and engineering laboratories have 
co-operated to make the output of 
our factories as nearly perfect as 
modern science, invention and 
industrial organization can make 
them. You will always know the 
Banner Lamp by its betterness. 


Banner Service stands per- 
fected —the outgrowth of years of 
upbuilding within our organization. 
Service has been the secret of 
Banner Satisfied Customers. Ser- 
vice in delivery, in engineering, 
advice, in attention to details of 
correspondence and adjustments; 
these and Better quality lamp are 
our bid for your lamp business. 


Let us show you Banner ser- 
vice, let us demonstrate Banner 
quality—if you will do this, you will 
greatly favor us—we desire only to 
show you. 


Banner Electric Co. 
Member National Electric Lamp Ass'n. 
Youngstown, Ohio 
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Decorative arches of incandescent 
lamps have been installed across the 
streets in 
Appleton, Wis. 
Birminghan, Ala. 
Butte, Mont. 
Canton, Ohio. 
Charleston, S. C. 
Charlotte, N.C. 
Columbia, S. C. 
Columbus, Ohio 
Fond du Lac, Wis. 
Grand Rapids, Mich. 
Green Bay, Wis. 


There are decorative popular light- 
ing systems of flame or other arc 
lamps in 
Baltimore, Md. 
Boston, Mass. 
Buffalo, N. Y. 
Chicago, Ill. 
Cleveland, Ohio 
Detroit, Mich. 
Louisville, Ky. 
Newark, N. J. 
New Haven, Conn. 


Hobart, Okla. 
Lancaster, Pa. 
Macon, Ga. 
Marinette, Wis. 
Menominee, Mich. 
Mobile, Ala. 

San Francisco, Cal 
South Bend, Ind. 
Wilkes-Barre, Pa. 
Wilmington, N.C. 


New York, N. Y 
Pittsburg, Pa. 
Philadelphia, Pa. 
Reading, Pa. 
St. Louis, Mo. 
San Francisco, Cal. 
Syracuse, N. Y. 
Toledo, Ohio 
Washington, D. C. 
Write the board of trade, or the 
mayor or the electric light company in 
any of these cities and they will gladly 
tell you what decorative street lighting 
has done for them. 
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The Radiant Electric Grill 


The new radiant electric grill made 
by the General Electric Company of 
Schenectady, N. Y., provides one of 
the most flexible and useful cooking 
devices ever designed for the table, 
nursery, or sick room, for toasting, 
broiling, frying and boiling. 

In toasting, the slices of bread may 
be placed either above or below the 


radiant heater coil. Protective grat- 
ings located on both sides of the heater 
coil prevent the substance cooked from 
coming in contact with the coil. 

The lowermost receptacle is the 
broiler pan. This is provided with a 
corrugated metal rack, the design of 
which permits of the ready regulation 
of the distance of the food from the 
heater coil. The rack lies on the bot- 
tom of the broiler pan; in one position 


This Sign has been 


a Great Success 


Nobody ever passes it without 
getting the message, for it calls you 
and then talks to you. 


The flag waves first, briskly and 
in a most realistic manner, then the 
two words flash on and off alter- 
nately, as though some one were 
calling—‘‘Lace Store! Lace Store! 
Lace Store!” 


That sign is a salesman and no 
more durable sign was ever built. 
Buy your next sign from 


YOERGER-BUTTERWORTH SIGN CO 
"AG? COLUMBUS OHlD U——— 
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it holds the food away from the heater 
coil, and by simply turning the rack 
= the food is brought closer to the 
coil. 

The uppermost receptacle is the 
stew pan. It is provided with a cover 
which can be turned over and used as 
a frying pan or a griddle. This cover 


is made of aluminum and therefore 
does not require the use of grease for 
making pancakes. 

r U . . 

The top of the stove containing the 
heater coil is hinged to the broiler 
pan. The hinges are of special design 
—permitting easy access to the pan 














Electric Radiant Grill, assembled 


below, or allowing the top of the 
stove to be entirely removed from the 
broiler pan for the convenient handling 
of the latter. 

The entire device is finished in pol- 
ished nickel and its neat appearance 
makes it a pleasing addition to the 
table, while its capacity of 600 watts 
adapts it for use on the ordinary light- 
ing circuit. A specially important 
feature is the ease with which it can 
be kept clean. 
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Central Stations 





See That Your Customers Get 








New York FLASHERS 


Patented) 
With the Exclusive PICUP Btock 
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You Influence Sign Sales 


FLASHER TROUBLES “KILL” 
BUSINESS 
Ours Cost No More Than the Ordinary Kinds 


¢ “OL oe] CAPS; 


Patented 1995-1911 
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STYLE “A” STYLE “B” 


Why Use Expensive Colored Lamps? 
Dipped Lamps Won’t Last 


| Corce ces, | 


, Used Everywhere 
BETTS & BETTS 


304 West 53rd Street, New York, U.S. A. 
BOSTON MILWAUKEE OAKLAND LONDON 
PARIS BUENOS AIRES 
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PoPULAR 
PRICED 
PoRTABLES 


THE 


“MANS FIELD™ 








Mansfield’s 
Leader Lamps 


Handsome Colonial Glass Base, Graceful 

Brush Brass Tripod and Shade Support. 

White Opalescent yor pe: Shade. 
) 


Edison Socket, Plug and Cord 
One Dollar 
(Retail) 


Just the thing for a reading lamp by the 
bedside or to replace an oil lamp on a 
library table. 


mplete 


Mention Selling Electricity and we will 
send you a trial order of 


3 dozen Mansfield Lamps 
for $25.00 


Every house wired this Spring 
will take at least one Mansfield 


The I. R. Mansfield Co. 
800 Broad St. Newark, N. J. 
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A New Color Cap 

Betts & Betts of New York City 
have just issued a new bulletin on 
“color caps” which lists a new type of 
caps available in five colors. This 
new Type “B” color cap differs from 
their former Type “A” cap in that it 
entirely envelopes the lamp and is 
especially adapted for use on electric 
signs where the background or face 
of the sign is not colored, allowing 
color changes without repainting the 
background, through the strong flood 
of color on the sign itself. They are 
also especially effective for coloring 
show-windows, decorative lighting, and 
stage lighting. 

The Type “A” color cap covers just 
the tip of the lamp and is designed for 
use on signs where a strong white 
light is required on the surface of the 
sign to bring out the painted lettering. 
Both caps snap over the lamp bulb, 
and are held securely by a snap spring. 


Three New Lunch Clubs 

The “lunch club” idea is spreading 
and is well worth the attention of elec- 
trical men in every community where 
there are half a dozen or more inter- 
ested in the upbuilding of the market 
for electric current. In Providence, 
R. L., the contractors and central sta- 
tion men have gradually formed the 
habit of eating their lunch each day in 
a centrally located restaurant where 
they can rub elbows and swap ideas. 
It has just been organized into “The 
Rotary Club.” 

In Boston another lunch club has 
just been started under the auspices of 
the New England Section of the N. E. 
L. A. It is a weekly function and 
every man in Boston knows that on 
Friday, from 12.30 to 2 p. m. he can 
find the bulk of the local electrical 
body at the Hotel Thorndike. 

A similar club has also been organ- 
ized by the Sons of Jove in New York 
City. Bi-weekly meetings are held 
and well attended, and after each there 
is a short talk from some man of 
brains and experience. 

There is a suggestion here for the 
electrical interests of every city. 














 ebruary, 1912 SELLING ELECTRICITY 














Have You Ever Thought of What It Costs2 
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Large Users of 


Benjamin Fixtures 


Missouri Pacific Railroad 
Pullman Car Company 
Illinois Central Railroad 
Chicago & Alton Railroad 
Davenport Locomotive Works 
United States Steel Company 
Tennessee Coal & Iron Co. 
American Tool Machine Co. 
American Steel & Wire Co. 
Gulf Pipe Line Company 
Fairbanks, Morse & Company 
Liquid Carbonic Company 
Etc., ete. 


ann pe Lav 











Cat. No. 614) 
Orders for many of the large corporations run into thousands of light- 
ing units. In many instances they are installed both at headquarters and 
in numerous subsidiary plants covering as many as five and six States 
There is a correct light for every kind of industrial plant 
There is also a correct light for every department of an industrial plant 
These features have been given particular study by our engineers 


We Manufacture Cluster and Single Unit Fixtures Covering all Conditions 
of Industrial Lighting 


Write us for Photographs of Large Installations. Where Shall we send Bulletin “S” ? 


Benjamin Electric Mfg. Company 


Manufacturers of Enameled Steel Reflector Sockets and Mill Clusters. Tungsten 
Fixtures for In and Out-Door Lighting. Wireless Clusters. Lighting Specialties 


NEW YORK CHICAGO SAN FRANCISCO 
27 Thames St. 120-128 So. Sangamon St. 151 New Montgomery St. 








In writing to advertisers, mention ‘‘Selling Electricity’’ 
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Independent Foundry Company 


Portland, Oregon 








from the largest line of electric laundry machines for 
the home in the world, at prices ranging from 


$50 to $500 


No matter what the requirements we have the machine 
and the best at its price that can be secured. Every 
machine is of the 


THOR 


quality and will be placed with your consumer subject 
to a thorough test before paying one penny. The co- 
operation of our sales organization with your solicitois 
will place these machines on your lines. 


Send for Catalog FE and Spectal 


Selline Plans. 


HURLEY MACHINE COMPANY 


25 So. Clinton Street, Chicago 


New York 
1012 Flatiron Bldg. 


Los Angeles 
3rd and Main Streets 





Offer Your Consumers a Selection 


] 














In writing to advertisers, mention 


‘*Selling Electricity’’ 
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A “Throw-Away’ 


ELECTRICITY 


’ Catalog Entitled 


“Popular Holophane™ 


The trade has long 
Holophane Catalog for 
distribution. 

We have one—ready for your 
imprint. 

“Popular Holo- 
phane”’ is an 8- 
page leaflet which 
lists 76 of the best 
selling Holophane 
Globes and Re- 
flectors. The selec- 
tion was made with 
great care and 
covers those sizes, 
types and _ styles 
most generally 
carried by jobbers, 
central stations 
and electrical deal- 
ers. There is suffi- 
cient variety listed to meet every 
reasonable demand, but not such an 
amount as to embarrass the trade by 
making it necessary for them to in- 
crease their stocks or call for special 
shipments. 

The quick-selling Standard Line is 
listed in full as these 20 Reflectors 
are in constant demand and fulfill 
probably one-half the requirements 


desired a 
popular 





of general commercial lighting. Holo- 
phane-D’Olier Steel Reflectors both 
in aluminum finish and in porcelain 
enamel, are also listed as these also 
are in constant demand for indus- 
trial installations. 
Five Concentrat- 
ing types and three 
angle Steel Reflec- 
tors are included 
as adequate for 
store-window 
equipment. The 
balance of the 
catalog is a careful 
selection for gene- 
ral commercial and 
residence use. 

We will be glad 
to supply this leaf- 
let in reasonable 
quantity, ready imprinted, to all 
jobbers, central stations and dealers 
who carry stocks of Holophane Glass 
and Steel. It is not suitable for gen- 
eral use as an ordinary envelope en- 
closure, but will be found very useful 
in satisfying the general run of in- 
quiries from persons who neither re- 
quire nor desire the larger Holophane 
Data Book. Write for a samplecopy. 





HOLOPHANE COMPANY 


SALES DEPARTMENT 


NEWARK, OHIO 


Boston 


Philadelphia 


Chicago San Francisco London 


Holophane Company, Ltd., 62 Front St., W., Toronto, Canada 


In writing to advertisers, mention ‘‘Selling Electricity’’ 
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Kimble A. C. Motors 
are Fine Little 
Advertisers 


Every motur you instali does so mary unusual and “‘im- 
pussible’’ things and does so much work per dollar of cost, 
that the owner never can get done talking about it. 


Thnat’s the best kind of advertising there is, and it costs 
nothing 


Worth Talking About 


The things the Kimble Motors do that other motors can’t 
do are things WORTH WHILE. For instance, 


Reverse from any speed in one direction to any speed in 
the uppusite direction, by the pull of a lever. 


Accelerate or Retard by pushing the same lever forward 
or back. 


Cut operating cost in direct prop ortiun to reduction of 
speed 


Put Kimble Motors in a half-dozen printing offices or 
newspaper offices, andin a surprisingly short space of time 
dozens of printers and publishers will be asking you for in- 
furmation and prices 


It’s the same in every craft or calling. Start one live 
man with a Ki. ble Variable Speed, Reversible Single-phase 
Alternating Current Motor, and watch the good news spread 
tu every other shop of the same craf 


Kimble Moturs are easy to sell; easy to install, are 
moderately priced; have large power and efficiency factors— 
and they make FRIENDS. 


Send for the Kimble catalog—a liberal education on the 
new possibilities of A. C. electricity, hitherto unrealized. 


Kimble Electric Company 


1115 Washington Boulevard, Chicago 

















INVESTMENT 
SECURITIES 


We recommend to investors the following: 


*Commonwealth Edison Company 


First Mortgage 5% Gold Bonds. Due 
June Ist, 1943. Interest payable March 
Ist, September Ist. 

Price to yield nearly 5%. 


‘Commonwealth Edison Compaiy 
(Stock) 
Paying 7% per annum, | *4% quarterly, 
February Ist, May Ist, August Ist, 
and November Ist. 
Price to yield better than 5%. 


Public Service Co. of Northern Illinois 
Firstand Refunding Mortgage 5% Bonds. 
Dated October Ist, 1911. Due October 
Ist, 1956. Interest payable April and 
October. 
Price to yield better than 5%. 


Public Service Co. of Northern Illinois 
(6% Cumulative Preferred Stock) 
Dividends quarterly, February Ist, 
May Ist, August Ist, and November Ist. 
Earning over four times dividend re- 
quirements. 


Price to net better than 6%. 


The stocks of the above Companies are tax- 
exempt in Illinois. 


We make a specialty of above securities and 
will be glad to furnish further information and 
prices. 


*Listed on Chicago Stock Exchange. 


Russell, Brewster & Co. 


Bankers and Brokers 


116 West Adams Street 
CHICAGO 


Members New York Stock Exchange 
Members Chicago Stock Exchange 


New York Office 
111 Broadway 











In writing to advertisers, mention ‘‘Selling Electricity’’ 
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THAT DOLLAR IDEA 
YOU THOUGHT OF! 


Send It in Today. 
There’s a Green Bill Waiting. 


























OUTDOOR ADVERTISING EVERYWHERE 


Tr 


Originators of Spectacular Electric Sign Advertising, and of the | 
“Great White Way,”” New York City | 

| 

| 

| 


Owners of Electric Moving Sign U.S. Patent No. 648,677 





























Electric Signs and Accessories 


Send for our list of fifty standard and special signs 
ready for immediate shipment at reduced prices 


HALLER SIGN WORKS, Inc. 
ae 704 South Clinton Street 
Showing Revolving Wheel Effect Chicago 

















In writing to advertisers, mention ‘‘Selling Electricity’’ 
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Many sorts of glassware 
are effective when light- 
ed—some are beautiful 
when cold—but the only 
glass that is beautiful 
and effective both when 
lighted and when cold is 


RUS 


“The most Beautiful 
Glass made in Amer- 
ica.” It is as difficult 
to describe IRIS as to 
describe a sunset. The 
rich glow of color, the 
shimmering iridescence, 
the bold yet delicate 
designs—all must be 
seen to be appreciated. 
The distinctive effects 
are secured by fusing 
the designs into the 
shades— not by painting 
them on. This gives a 
richness which suggests 
that it is expensive, but 
in reality the prices are 
very reasonable. We 
will gladly send samples 
to ofices of central 


station companies. 


oK 1,0) 














Have you told all your 


people about “IRIS” 
Glass? Do they know 


that there is such a thing? 


There is no satisfaction in handsome 
“shades” that absorb all the light or in 
reflectors that though efhcient are not 
in harmony. 


For lighting our homes, we want 
artistic fitness as well as light and that 
is just what makes IRIS ideal for home 
lighting. 


It offers a variety in form and in 
decoration that provides a wealth of 
suggestion. 


Send for the Catalogue. 


FOSTORIA 
GLASS SPECIALTY 
COMPANY 


FOSTORIA, OHIO 











In writing to advertisers, mention ‘‘Selling Electricity’’ 
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This Transformer Guards Your 
Sign Current 


SAVES YOU 75°, 


“<2 


Transformers are attached direct to 
sign, eliminating long leads and 
resulting drop in voltage. 


The ratio of these Transformers with 11 volts 
secondary is such as will give full secondary 
voltage under full load conditions, the drop in 
the transformer being taken care of by the ratio 
of the windings. These transformers are con- 
trolled by the primary circuit, so when the 
lamps are not on, the entire transformer is out 
of commission. The usual voltages are 110 
primary and 11 secondary, but we will furnish 
any primary voltage up to 250 and any second- 
ary voltage up to 110 at the regular price. 


These little transformers are built with the 
same care and high-grade materials that charac- 
terize our regular transformers. We cover them 
with our regular two-year guarantee. 


Complete Instructions with each Transformer 
Let us send you one on trial, at our expense 


The Packard Electric Co. 


‘Warren, Ohio 








This Advertisement was part of our 
campaign in one city. Similar advertise- 
ments throughout the country backed up 
by our Salesmen sold over $250,000 
worth of electric light to previous non- 
users of electricity last year. 


SPECIAL OFFER 


New Flat Rate 
Residence Lighting 


With our new schedule of Flat Rate for Electric 
House Lighting you may contract for any number of 
Electric Lights to burn anywhere m your house at any 
time. and be assured tbat. your bill .will be the same 
each and every month, and you will know beforehand 
what your bill will be. 

You may choose the number of lamps, thus fixing 
your own rate, without meter. 

A small house will cost $1.00 per month—larger 
houses will cost $3.25 to $1.75. 

This rate allows the use of Electric Light at acost 
far below that of any other form of House Lighting. 


If Your House is Not Wired. 
We Will Wire it for 


FOUR DOLLARS 
PER ROOM 


Including Brush Brass 
Fixtures 


METROPOLITAN 
ELECTRIC 


COMPANY 
16 South Fifth St. 


Meco Bldg. Both ’Phones 
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Write us to learn how we did it 


Excess Indicator Company 
105 West 40th Street, New York, N.Y. 











In writing to advertisers, mention ‘‘Selling Electricity’’ 
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Over 67,000 copies of ELECTRICAL PROGRESS were 
distributed by Central Stations in December! Why? 


FIRST.—Because it is a little magazine and is read without the natural 
prejudice which all manufacturer’s literature and signed central sta- 
tion advertisingencounters. This is an era of magazines; everybody 
reads them. Folk who get ELECTRICAL PROGRESS read it 


because it’s interesting and informing. 


SECOND.—Because ELECTRICAL PROGRESS is devoted each month 
to one single class of electric service, Store and Window Lighting, 
Home Equipment, Small Power or Ornamental Street Lighting, for 
instance. All the articles bring out different phases and hammer 
home the one lesson. Instead of the miscellaneous smattering of light, 
heat and power data which the old central station bulletin contained, 
the attention of the reader of ELECTRICAL PROGRESS is focused 
on one subject that interests him, and the articles, the illustrations 
and the ads all combine to make an indelible and a moving 
impression. 

THIRD.—Because ELECTRICAL PROGRESS is interesting. It is not 
dry. It is not amateurish. It is made up of short items in a bright, 
newsy style, but before all, accurate, logical, convincing, appealing. 
It is written by men who understand the problems of central station 
public policy and do not say the wrong thing. 


FOURTH.—Because every issue is designed to sell the goods by arousing 
the reader’s interest, enthusiasm and appreciation, When the sales- 
man calls, he is talking to a man who is already posted, already half 
convinced. 

Read this Month’s Issue and you’! see why this is true! 


Send this Home Equipment Number to every residence consumer 
and prospect you have. Your salesman can follow it up strong and 
GET THE BUSINESS! 
ELECTRICAL PROGRESS costs 5c a copy for small one-time 
orders, but as low as 2c under quantity contract, covering the year’s purchases of such 
issues as you want. Write today for the contract form and a list of coming issues. 


Over 67,000 were sent out in December! Read this and see why! 
Published by 


THE RAE COMPANY 


17 Madison Avenue, New York City 


In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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Westinghouse Toaster-Stove 
The Guaranteed Electric Stove 





VERY woman is interested to know 
that when she buys a Westinghouse 
Toaster-Stove she is absolutely protected. 


The Westinghouse guarantee means that if anything happens to her Toaster- 
Stove so that she cannot use it, she can send it back and get a new one. No 
red tape. No question about it. 


The Westinghouse Toaster-Stove is the one electric stove made well enough 
to back such a guarantee. Where other heating elements burn out and render 
electric devices useless, the patented Westinghouse heating element can be 
relied upon to do its work for years —getting the most heat out of the 
electric current you pay for. 


Under no circumstances take a substitute for the Westinghouse Toasters 
Stove. Write us if your department store or the nearest electric shop cannot 
supply you. Tell us where you tried to get it. 


We want your name if you have electricity in your home. We want to 
tell you all the good points of the Westinghouse Toaster-Stove, and tell you 
how we protect each purchaser. 


Write “Westinghouse Household Dept., East Pittsburgh, Pa.” 


Westinghouse Electric & Manufacturing Company 
East Pittsburgh 


Sales Offices in Forty-Five American Cities Representatives All Over the World 
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Electrical Pro gress 


A SMALL MAGAZINE PREACHING THE PopuLAR 
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APPLICATION OF ELECTRICITY 
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The Most Faithful Servant 


The “Human” Side of Electric Service as Compared With Other Kinds 


About every so often the milk man 
leaves your bottle of cream on the 
neighbor’s porch. The butcher for- 
gets to send the meat sometimes and 
dinner waits. The canned tomatoes 
delivered by the grocer are found to be 
spoiled. The baker sends around the 
rolls and they haven’t been baked 
quite enough and can’t be eaten. The 
ice cream comes from the caterer and 
there’s salt init. All these things, and 
a dozen more, happen to every one of 
us, about every so often, for no matter 
how good the service from our trades- 
men may be, these blunders will slip 
in. We make mistakes in ordering or 
they make errors in delivering, and it 
all makes trouble. There’s just one 
household service that never goes 
wrong—the electricity. 

When you get up unexpectedly in 
the middle of the night you don’t have 
to go without light because the com- 
pany has not been notified that you 
will need more service than usual. 
When you are going to turn out at 
4:30 a. m. and catch the 5:15 train, 
you don’t have to arrange the night 
before so that you can use light to 
dress by, or a hot shaving mug, or the 
chafing dish, or anything else the elec- 
tric service supplies, for the wheels in 
the power house are always turning— 
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today, tomorrow night, next year, 
right this minute—the generators are 
at work because you and every other 
man and woman may turn a switch at 
any moment of day or night and the 
current must be right there at that 
instant. It’s a wonderful thing. 
There’s no service like it in the world. 
“But the gas is always ready in the 
pipes,” you say. Yes, but they make 
it when they want to or need to and 





The electric radiator is a luxury because it awaits: 
every emergency—always ready for a cold corner- 


(Three) 








store it in tanks waiting. The tele- 
phone is always ready, too, but you 
often get the wrong number and people 
call you who want someone else. But 
electric service is always waiting just 
for you, without any regard to what 
anybody else may be doing. Think 
of it ! 

It is an interesting business, a unique 
problem, the manufacture and sale of 
electric current. All day long, nor- 
mally, we use no electric light in our 
homes, but when dark comes, the 
kitchen is busy with dinner prepara- 
tions, the dining room is alight and the 
hall and the living room and probably 
the nursery and a bedroom. All day 
long we may ask the electric company 
for no current at all, but between dusk 
and 8:30, while dinner is on and the 
children are going to bed and the 
whole family is up and doing, we want 
our lights burning all over the house, 
off and on, at the same time. It ts 
just as though you ran a livery stable 
in a town where almost nobody hired 
horses during the day, but the whole 
community had to be supplied simul- 
taneously, in the early evening. 
Wouldn’t you have to keep a lot of 
horses? And wouldn’t you have to 
charge high prices in order to buy feed 
for all those horses, idle but ready all 
day long? That is a true and reason- 
able simile, for the lighting company 
keeps in its power houses generators 
enough to supply all the current its 
customers might possibly require all 
at one time. During the “peak load”’ 
in the early evening the dynamos are 
all busy, but during the day all those 
that are not needed to run the motors 
in the factories, the lights in dark 
cellars, or your vacuum cleaner or 
washing machine, are waiting idly till 
you turn on your lights. 

Once in a great while there comes a 
storm of snow and sleet, or a tempest 
of wind, and wires are broken or even 
poles go down and your light goes out 
for an hour or perhaps a whole night. 
Think how that storm is delaying the 
butcher, the postman, the street cars! 

Modern electric service is, after all, 
the most faithful servant of man. 
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Electric Service as a Property 
Investment 
Why it is Not Money Spent to Wire an 
Already-Built House 


Go to the leading real estate agent 
in your city and ask him for his list of 
vacant houses. Check them over and 
see how many of them are marked 





There is no litter and confusion nowadays when 
a house is wired. In this room even the platters 
were left on the rail and the furniture unmoved. 
Note the wires sticking out of the wall and ceiling 


“electric lights.” See how it compares 
with the proportion of unwired houses. 
The situation is practically the same in 
every prosperous city—it is the un- 
wired houses that go begging. People 
who lease, want electric service and are 
willing to pay more rent to get it. 
Electric service has become a part of 
our modern life and just as essential to 
the modern house as its chimney. No 
man would rent a house without a 
chimney and expect to keep warm in 
winter. No man today rents an un- 
wired house without realizing that he 
sacrifices many domestic comforts and 
economies, and if he takes that house 
it is only because he can secure it for 
considerably less money. Why? Sim- 
ply because the house is worth less 
without electricity. People don’t want 
it at full price and it is marked as 
“second class.” Electric service in 
any house is an investment that pays 























constant dividends in higher rent for 
greater value. 

One of the most remarkable devel- 
opments of the past year in the world 
of electricity has been the enormous 
number of already built houses which 





The electrician does not need to wreck the walls. 
He cuts neat holes like this one and the switch or 
fixture covers it 


have been wired for electric service. 
Literally hundreds of homes have 
been wired in cities where the service 
has been available for years. The 
public has begun to appreciate that 
such an installation is not money spent, 
but money invested, and carrying with 
it comforts, conveniences, and econo- 
mies beyond appraisal. And _ today, 
electric wiring is installed absolutely 
without inconvenience to the house- 
hold or damage to the property. 

The three accompanying illustra- 
tions are reproductions of actual photo- 
graphs recently taken during the wir- 
ing of a house in Kansas City, Mo., 
and are graphic evidence of the sim- 
plicity of the process. The electrician 
does his work quickly, quietly, and 
without the litter of dirt and destruc- 
tion that many people seem to think is 
unavoidable. There is no occasion 
for noise and dirt, there is no reason 
for spoiling floors or walls, there is 
not half the mess and confusion that 
follows the carpenter or the plasterer. 
The wires are “fished” through the 
walls in the space between the studs 
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and worked up and down from attic 
and cellar. The only holes made in 
the plaster are covered by fixtures or 
switches. Floors seldom have to be 
disturbed because the wires can usually 
be fished right between the floor beams 
from a bedroom closet to the ceiling 
outlet in the dining room below, for 
instance. And occasionally when it is 
necessary, (where single floors permit 
it,) the entire board is lifted and re- 
placed without blemish. The wires 
are hidden and when the job is done 
there is no mark of the work having 
been done, save the new-found com- 
fort and pleasure in electric service. 

If you are living in an unwired house 
of your own, you are making a mis- 
take. Not only are you sacrificing 
your own comfort and convenience, 
but you are allowing your property to 
become “second class.””> Modernize it 
by investing in equipment for electric 
service. You can sell that house for 
a higher figure. 

If you own unwired houses and rent 
them, have them wired now and you 
can secure more revenue. If you are 
leasing an unwired house, insist on the 
landlord installing electric service. 
It will be well worth several dollars 
more each month to you. 





When a floor does have to come up—which is sel- 
dom—the boards are simply lifted and replaced 
without cutting. The house is not upset 





Let the Motor Do Your House 
Work 


A Mechanical Servant that Frees Many 
Hours for Rest and Recreation 


What is the hardest housework in 
your home each week, the kind that 
costs the most in labor and in time? 
There is the washing and the ironing 
on Mondays, Tuesdays, and probably 
Wednesdays. There is the sweeping, 
which means about one solid day’s 
work in the average household, aside 
from the regular daily brushing up 
and the incidental dusting. Then, 
there is the silver cleaning which, of 
course, is a big job or a bigger job, 
according to the amount of silver. 
But it is safe to say that this means at 
least a half day of rubbing and polish- 
ing. Well, there you are, three days 
for washing and ironing, one day for 
sweeping, and a half-day for the silver; 
in all, four days and a half of some- 
body’s time devoted each week to this 
hard grind of nerve-racking physical 
labor. Why should we submit to it, 
when the electric motor will take the 
strain off the muscles of maid or mis- 
tress and restore, through quicker 


Silver cleaning with a general utility motor is 


quick and easy. You simply hold the metal 
against the cloth wheel. The motor also beats 


eggs, grinds meat, and turns the freezer 
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work, practically the equivalent of 
two whole days? 

An electric washing machine will do 
the wash of the normal family in one 
hour on Monday morning, and ironing 
can start at Here the electric 


once. 





Sweeping by electricity saves hours of work and 
backache. The cleaner “plugs in” in any room 
in baseboard or fixture 


iron actually saves about one-third of 
the time, for there is no changing irons, 
no fussing with too hot irons to pre- 
vent scorching and no slow work with 
a cooling iron. The work goes on 
without interruption and is sooner 
done. Suppose we save one day a 
week by this combination; that means 
one day’s pay of the washerwoman 
who “comes in,” or one day’s time 
saved for our own domestic. 

A good vacuum cleaner will go over 
the average house and leave it dirtless 
and dustless in two hours. Every 
room can be cleaned twice a week with 
practically no incidental dusting neces- 
sary, because there is no dirt in the 
carpets and rugs to be stirred up by 
the walking. Here is another half-day 
rescued, and an end to the “broom 
backache.” 

The little electric household motor 
polishes the silver in an hour or less, 
for all you do is to hold the object 
against the rapidly revolving cloth 

















wheel. And there are other attach- 
ments, whereby the motor sharpens 
knives, grinds meat, beats eggs, turns 
the ice cream freezer, and does other 
kitchen jobs. Think what that means! 

Every woman who does her own 
housework by the common methods 
wishes that she had a servant, and 
every woman who has a servant wishes 
that she could get along without one; 
for with a servant, comes not only the 
added expense, but the responsibilities, 
inconveniences, and afflictions of the 
servant problem. Two servants are 
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The electric laundry machine does the wash with- 
out labor. It saves a day of the washerwoman’s 
time. A busy mother can operate it herself 


more trouble than one, and one servant 
is more trouble and worry than none, 
in the home where electric service 
does the hardest housework. There- 
fore, the intermediate step between 
no maid and one, or one maid and two, 
should be a washing machine and iron, 
a vacuum cleaner and a general utility 
motor. 

There are other disagreeable items 
of housework that make a woman want 
a servant, for washing pots and dishes 
is not pleasant, nor is making beds; but 
is it not more harassing and costly in 
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both time and cash to struggle with an 
unsatisfying servant? If the family 
has grown and the one servant is over- 
taxed, is it not more economical and 
practical in point of comfort, to banish 
three days of the hardest of this labor 
by the use of electric appliances, and 
have that time free for the further 
demands? 

Let the electric motor do the ex- 
haustive housework in your home. It 
means a greater efficiency from the 
servant and hours saved to the house- 
keeper for rest and recreation. 


Electric Service as a Protection 


A Practical Safeguard Against the 
Burglar and the Fire 


When a man wakes up in the middle 
of the night and hears a noise down- 
stairs that he cannot understand, he 
thinks of burglars. It’s not a pleas- 
ant thought, and it’s a dangerous situ- 
ation if the burglar 7s there, unless you 
‘an scare him off electrically. 

If you can, you push a button beside 
your bed and every light downstairs or 
every light in the house flashes on. 
Push another button and a big gong in 
the lower hall begins to ring as though 
there was a fire. No burglar’s nerves 
can stand this combination. 

And the other great hazard against 
which electric service offers practical 
protection is the danger of fire. Use 
electricity for light and to operate all 
chafing dishes, percolators, baby bottle 
warmers, and cigar lighters, and keep 
matches and alcohol out of sight. It 
will decrease your fire risk to an in- 
significant minimum, if matches are 
only used to light the grate fire or the 
kitchen range. Electricity is safe. 
The reports and statistics of insurance 
companies prove that it is the least of 
all our common fire hazards. 

The fear of burglars and the fear of 
fire are two spectres that hang over 
every household. Such electric pro- 
tection will banish them beyond the 
plane of worry. Is it not better to 
provide the lights and the gong than to 
risk a shot in the dark? 








The Constant Query 


Is Electricity Practical for Cooking and 
Heating ? 


Of every fifty housekeepers right 
now, about forty are asking themselves 
these questions: “Would the fireless 
cooker really be a good thing for me? 
Would it save me money? Would it 
be practical for me to cook by elec- 
tricity?” The answers depend very 
largely on the woman herself, and on 
her capability as a housekeeper, but in 
the main it is safe to say, “Yes” —if 
she will take up the new system as 
such, and not try to entirely adapt the 
new conditions to old habits, based on 
the use of the coal range. 

The steady rise in the cost of living, 
and especially in the price of almost 
everything that we buy from the 
butcher and the grocer, is driving us 
to this pursuit of greater domestic 
economy. We obviously cannot cur- 
tail the amount of food consumption 
without actual hardship; and so in 
every home, men and women are dis- 
cussing the various opportunities for 
better household efficiency, less waste 
in the preparation of food and in gen- 
eral kitchen methods. What does 
electricity offer? 

Electricity is not at present an eco- 
nomical substitute for coal, if a direct 
comparison is to be made of electric 
range against coal range. Electric 
heat is now too costly to use in such 
quantities, hour after hour, for general 
cooking by present methods. The op- 
portunity for economical use of elec- 
tricity for cooking lies in a rearrange- 
ment of common kitchen procedure 
and the adaptation of the fireless cooker 
principle in its modern applications. 
The roast or the pies or the vegetables 
are shut up in an air-and steam-tight 
chest, the electric current is turned 
into the heater and the interior of the 
cooker is brought to a high tempera- 
ture, sufficient to sear the meat. Then 
the current is cut off and because this 
heat cannot escape through the insu- 
lated sides of the chest, the food cooks 
in its own juices, slowly, but with per- 
fect results and great economy, both in 
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fuel and food. The electricity is on 
but a few minutes and because the 
juices are not evaporated the usual 
cooking losses in weight and nourish- 
ment are practically eliminated. It 
is the highest type of efficiency and 
economy in the preparation of food, 
and in the saving of kitchen labor and 
dirt. Meat, vegetables, and puddings 
are put into the cooker in the morning 
and are ready and delicious for the 
evening meal. Cereals and stews cook 





Electric table cookery is the acme of convenience. 
A chafing dish becomes an indispensable comfort 


over night for breakfast, without any 
attention whatever during the process 
and with practically no expense. 

Of course, the fireless cooker does 
not provide for those other incidental 
processes of frying, toasting, broiling, 
and some boiling, but electricity offers 
for each of. these, separately heated 
appliances which have been improved 
to a high point of efficiency. If you 
compare the cost of frying eggs by 
electricity and by coal fire, the single 
operation will probably in every case 
be far cheaper by the old method. 
But remember, the current is turned 
into the frying pan when the eggs or 
potatoes are placed in it. It becomes 
hot at once and is “turned off’? when 
the cooking process is complete. The 




















toaster is consuming electricity only 
while the bread is actually being 
toasted, for you do not press the but- 
ton until you require the heat. And 
so it is with other utensil. 


every 





The electric fireless cooker has been the solution of 
the servant problem in many homes. It roasts, 
bakes, and boils cheaper than coal 


Moreover, these frying, toasting, per- 
colating, and chafing dish processes 
are all of short duration and require a 
small number of heat units as com- 
pared with those given off by the coal 
stove while doing the same work. 
And it is this efficiency in heat units, 
this saving in hours of heating expense, 
that makes the actual cost of the cook- 
ing far less than is generally supposed 
by those who do not own _ these 
appliances. 

Electricity for heating must be ap- 
plied in the same way. It is not eco- 
nomical as a substitute for the furnace, 
but it is practical and a great comfort 
in emergencies and for special uses. 
The electric radiator in the nursery or 
bathroom on cold mornings is not an 








The electric griddle and toaster. 
adjunct to the fireless cooker 


A handy little 
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extravagance. The electric heating 
pad for warming up the bed or to take 
the place of the hot-water bottle, is a 
luxury that, in use, costs so little as to 
be unnoticed in the bill for monthly 
service, and so it is with the shaving 
mug, the baby’s bottle warmer, the 
immersion coil for heating liquids in 
ordinary utensils, the curling iron, and 
the rest. They consume but little 
current and are in use but a short 
period of time. 

So the answer to the question—Can 
I save money by cooking with elec- 
tricity ?—is “yes.” There is economy 
in the use of electricity for a great 





The little electric stove has a thousand uses. It 
boils eggs or makes candy or heats the baby’s bottle, 
ready and quick 


many of the cooking processes, and 
where it will save money we should 
take advantage of it. Buy an elec- 
tric fireless cooker and utilize it fully. 
Apply the toaster, the chafing dish, 
the “hot plate,” the frying pan, and 
the other appliances wherever you find 
they save you labor and the necessity 
for a constant, idle consumption of 
other fuel. Study your kitchen meth- 
ods and see where you can adapt elec- 
tric service still further, and you will 
find many opportunities for new 
efficiencies that will do much to lift 
the burden of household expense. 














Most Washing Machine 


MANUFACTURERS in making up advertising 
matter prefer to show only the front of their 
machine. You have to guess at the method of drive 
and the nature of the mechanical parts. 

















We are proud of the mechanical parts of our machine- 














Note the simplicity of the drive. The entire ab- 
sence of belts, chains, or other parts that will require 
repairs. 


You cannot afford not to know about it. 


The John Dietz Mfg. Company 


Cincinnati, Ohio 








Comfort Gone Wrong 


The Inadequate Installation and How 
Complete Electric Service Can 
Be Procured 


There is no joy in a coat that does 
not fit nor in an automobile that stalls 
on the steep hills. It is a disappoint- 
ment; which is precisely the situation 
in the home where the electric installa- 
tion is incomplete, inadequate, and 
scant of comfort. Yet in thousands 
of households today the most appeal- 
ing conveniences and economies of 
modern electric service are being sacri- 
ficed to a few shortcomings in the wir- 
ing system, which might be eliminated 





True comfort in electric service means lights and 

switches and ‘‘connections” convenient and handy. 

This switch lights the upper hall and you press it 
as you enter the stairway 


at small expense and practically no 
inconvenience. 

In the wiring of so many houses, 
price has over-weighed value in the 
builder’s mind. The dominant thought 
has been to secure the benefits of elec- 
tric light, and the other phases of elec- 
tric service have been passed over as 
unessential. The bank account is 
usually gasping when we reach the 
detail of fittings and fixtures in plan- 
ning the new home, and we are apt to 
practice false economy in curtailing 
the scope of our electrical equipment 
and regret it in succeeding years. 
gp The country is full of such houses, 
all suffering from the deficiencies of 
the original installation. The wiring 
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was done several years ago when these 
appliances were not as generally ap- 
preciated and used and were looked 
upon as luxuries, or price was given 
first place, and in all these homes the 
true value of complete electric service 
is never known—the coat doesn’t fit— 
the automobile stalls on the hill—the 
electric fan that ought to be the handi- 
est of conveniences is a bother to 
move about and use where most 
desired because special tackle must 
be rigged up each time. And it all 
offends our good taste. It looks bad. 
The coat doesn’t fit—What good is it? 

If you have such a coat in your 
home, take it to the tailor. There is 
no reason why any family should put 
up with such inconvenience, for it is a 
simple matter nowadays to make it 
right. Baseboard receptacles can be 
installed handy to the electroliers, and 
accessible to all rooms for connecting 
up the vacuum cleaner. They can be 
handy beside the bed, ready for the 
heating pad or reading lamp, in the bath- 
room, for the infant’s bottle warmer, 





shaving mug, or massage vibrator, be- 
neath the dining table for connecting 
the toaster, chafing dish, or percolator. 

The electrician fishes his wires up 
from the cellar and the outlet is 





The unsightly and troublesome makeshift con- 
nection. The cord looks badly and monopolizes 
a much-needed light in the chandelier 
































Peerless Mazda Lamps 


give 24 times the light while burning the same amount of electrical current as the old style 


electric bulbs you are using. 


You buy CURRENT from the electric company to produce LIGHT—with these new 
Peerless Mazda Lamps it is pretty easy to figure how to save; isn’t it? Just remember, two and 
one-half times more light with Peerless Mazda electric lamps. 


See these lamps demonstrated by your dealer or write to us for our descriptive literature. 


The Warren Electric & Specialty Company 
Manufacturers of Peerless Incandescent Lamps 


Warren, Ohio 
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Make Your House 
Work Easier 


Weslorn Lhectrve 
Household Helps 


will assist you in your everyday 

tasks. Your washing, ironing, 

cooking, sewing and many other 

household duties can be performed 4 ote Beau “star” Wasting | 
at a very small cost with the aid ee ee 
of these devices. 


Western Electric Household 
Helps are within the reach of 
every purse. 


Western Electric Irons are in use in 
thousands of homes. Are you 
enjoying this convenience ? 


Their low cost and great con- 
venience cannot fail to interest 


you A Western Electric Sewing Machine Motor 
. costs!no more to operate than burning a 
single electric light. 


Write our nearest House Dept. 
6-E for information and prices. 


WESTERN ELECTRIC COMPANY 
Manufacturers of the 6,000,000 ‘‘Bell’”’ Telephones 
New York Cincinnati Omaha 
Buffalo Minneapolis Oklahoma City “St THE ano rreionr : j 
Philadelphia St. Paul San Francisco ON 
Boston Milwaukee Oakland 
Pittsburg Saint Louis Los Angeles 
Atlanta Kansas City Seattle 
—% Chicago Denver Salt Lake City 
“runes om masest wows” «= Indianapolis Dallas Portland 
Montreal Toronto Winnipeg Vancouver Cost 1 cent a week per station to operate. 
Antwerp London Berlin Paris Johannesburg Sydney Tokyo 
Address the house nearest you 


EQUIPMENT FOR EVERY ELECTRICAL NEED S 


Western Electric Interphones save time 
and steps. 
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installed with little labor and small Look over your house and see what 
expense, and instead of makeshifts you makeshifts you have been forced to 
have a house where every modern resort to in using your present appli- 
electric comfort is ready at hand. ances. Talk to an electrical contract- 
Switches are convenient beside the or and see how easily he can provide 
entrance door—you throw on porch _ the additional receptacles and switches 
light or hall light as you enter. It is that will “make your coat fit.” There 
better, more economical to install these will be no walls damaged, no floors 
facilities when the house is first wired, blemished, no litter and confusion in 
of course, but it is an everyday matter the house. The electrician doesn’t 
to make good such omissions. have to work that way. 


The Shelton Electric Vibrators 


Are Standard the World Over 


We manufacture 20 different styles of massage machines 
ranging List for Export $20.00 and up. 
Dealers! There is money made in selling 


Shelton Vibrators and Hair Dryers 


Agents wanted everywhere. Write for catalog and quotations. 


; D> SHELTON ELECTRIC COMPANY, 13 West 42d Street, New York 


BRANCH: 30 E. RANDOLPH STREET, CHICAGO, ILL. 
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MAZDA LAMPS for 
IDEAL HOME ILLUMINATION 


Acheerful, homelike atmosphere is largely a matter of 

good illumination, which in turn is determined by 

the kind of lamps you use. In choosing for your \ 
home Packard Mazda lamps you are assured of the best modern 
and most economical illuminant yet discovered. Packard Mazda 
lamps give a clear, bright illumination of triple power at no greater 
expense than ordinary lamps. 


MANUFACTURED BY 


New York & Ohio Company 








Warren 
Ohio 










































We manufacture motors 
(both alternating and di- 
rect current) for every 
small power purpose. We build them in sizes from one-hundredth 
horse-power up. 










Ca 






Regardless of what mechanical appliance you wish to operate, 

g253 we can supply you with a Fort Wayne motor particularly adapted to 

oN your requirements. oe 
r2 

EA No one motor ever built can run all kinds of devices equally well, so Gae 
P Ky 
“ty on 


Y, <M we have developed a variety of types to meet all conditions. For years we 
f™a¢ have been making the motors used on the leading vacuum cleaners, water os 










oa 
a 
i> 


YR — (AY 
AY pumps, meat grinders, washing machines, vibrators, etc. Tell us what you tae 
i want to run and we will advise you what kind of a motor it will need and KY 


WX 


PE} how much it will cost to buy and operate it. PS 


Pre Our new bulletin 1122 contains descriptions and _ illustrations of Zs 
yay some twenty applications which have saved time and money for FEY 
AS Manufacturers, Merchants, Doctors, Dentists, Housewives, etc. We baz 
S25 want to mail you a copy—FREE. It will pay you to send for see 
tigen 
UB 








) 







this bulletin and read it before you buy motors of any kind. 


Fort Wayne 
Electric Works 


of General Electric Company 
‘“‘Wood Systems’’ 
1636 Broadway 
Fort Wayne, Ind. 


Branch Offices : 
Most Large Cities 
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The Motor in Your 


Home Should be a 
PEERLESS 


It will run the washing machine. 
It will run the sewing machine. 
It will polish the silver and brass. 
You can pump your water by a 
Peerless motor too. 





A small Peerless motor is built 
with all the care and skill that 
can be put into it, and is the 
most inexpensive, economical, 
dependable and thoroughly use- 
ful servant obtainable. It saves 
hours of work and consumes so 
little electric current that the 
cost is never noticed. In the 
suburbs where there is no city 
water available, use a Peerless 
motor anda pump in your cellar. 
It will keep the tank full auto- 
matically—no more worry. 


See that your washing machine is equipped with a 
Peerless motor, and let it run the sewing machine and 
clean the silver too. 


Address Motor Department 


THE PEERLESS ELECTRIC CO. 


Warren, Ohio 








Effectiveness 
and Efficiency 





Holophane Glass 


is artistic; it is as full of fire and sparkle 
as the richest cut glass. But in addition, 
it is so designed as to give the greatest 
amount of useful illumination from each 
incandescent lamp. 


Holophane Globes and Reflectors are 
not mere ‘shades”—they are optical ap- 
pliances, controlling the light rays, 
protecting the eyes from harmful glare, 
giving the most of the best light for the 
least money. Electric lights equipped 
with our Reflectors are economical be- 
cause none of the light is wasted. 


Holophane Glass 


is for sale by all first-class electrical 
supply dealers and fixture houses. Imi- 
tations are sometimes offered, but the 
genuine may be distinguished by the 
name HOLOPHANE pressed in the 
neck of each Globe or Reflector. 


Whether you have ten lights or a 
hundred, you will find real economy in 
using artistic, efficient Holophane. Let 
us send you lighting facts and figures. 


Holophane Company 


SALES DEPARTMENT 


Newark, Ohio 


New York Boston Philadelphia Chicago 
San Francisco London 
Holophane Company Ltd.,62 Front St.,W., Toronto,Canada 
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From cellar to garret, their 

house is lighted by the won- 
derful Edison Mazda electric 
lamps that give three times as 
much light as the old-fashioned 
electric lamps. 


Their library has an ‘electric 
fireplace ’’—they call it their 
Luminous Radiator. 


Mrs. Jones certainly has 
a right to be proud of her 
electric dining room —it con- 
tains a percolator, chafing dish, 
toaster, samovar, and tea kettle, 
all electric. 


Her cook never leaves —she 
uses an electric range! And 
her laundress has two electric 
flatirons, while her seamstress 
sews On a motor-driven sew- 
ing machine. 


All the Jones’ have to do is 
press a button and electricity 
does all the work. 


‘ 


Jones says all his “electric 

comforts’’ are always reliable, 

H because they are made by the 

General Electric Company, the 

largest electrical manufacturer in 
the world. 


Your lighting company or electrical 
supply dealer will show you how to make 
your house a “wonder house” by 
means of the General Electric Com- 
pany’s products. 





General Electric Company 
Schenectady, N. Y. 


3380 
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, © 2... 
{BACHARACH 
* $ELLS FS. 
¢SINCERITY;! | 

GLOTHES| 


Gwecacaes.& 


20x25 FEET. CONTAINS 480 LAMPS 
Built by The A. & W. Electric Sign Co. 


J. W. BACHARACH 


Clothes for Men and Young Men 


391 East Water Street 


Milwaukee, March 19th,19 





SELLING ELECTRICITY February, 1912 














The hardest kind 
of goods to sell are 


those lines that you 
can’t show by sample— 
as any salesman knows. 


Then why do you try to sell small signs by sketch or 
suggestion? It isn’t necessary if you will work with Valentine. 


| have been building signs for years—signs for every 
kind of business and every kind of man, and ranging in price 
all the way from little to much. I can reproduce these signs 
at a bargain price, because all the specifications are complete 
and I know just what they cost to build. And I can send 
you actual photographs of them, showing just how they look 
on the building. 


You can take such a photograph of a DRUG sign, for 
instance, and go to your druggists with every detail settled 
and plain. You can sell one of them that sign, for it will be 
different from anything he has seen. And it isn’t the idea for 
a sign you're showing him, it’s the sign itself. There’s a big 
psychological difference. 


I can furnish material for such a campaign to practically 
every kind of prospect you have, and all you have to do is to 
go out and sell that sign. You can close the deal while the 
enthusiasm is hot. It keeps down the selling expense and it 
sells the sign. 

Write to T. E. Valentine 


Valentine Electric Sign Co. 


Atlantic City, New Jersey 








In writing to advertisers, mention ‘‘Selling Electricity’’ 

















